A study of the consumers' beer buying behavior in Hong Kong. by Siu, Man-kai. & Chinese University of Hong Kong Graduate School. Lingnan Institute of Business Administration.
THE LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINESE UNIVERSITY OF HONG KONG
A STUDY OF THE CONSUMERS' BEER BUYING
BEHAVIOR-TN^HONG KONG
’ by 命( * • ' •
.Siu^  Mcui Ka^ . V-
’:(雜 表 ) .〜: •
\ -； r J
A THESIS SUBMITTED IN PARTIAL FULFILMENT 
OF THE SSQUIRSMENTS FOR THE DEG腿  OF 
MASTER OF BUSINESS ADMINISTRATION (M.B.A.)
THESIS COMMITTEE:
Professor H. SUTU
Mr. Jerome J. DAY, Jr.
Mr. HU Hsiao-sheng
Prof• Maurice MOONITZ
(University of California, Berkeley)MAY 1976
92I73S
ABSTRACT
The purpose of this study of consumers* beer buying 
behavior is to provide information for identifying the target 
customers of beer and to find out their needs and attitudes, 
so that advertising and other promotional campaigns can be 
carried out more effectively.
Cluster random sampling of ninety consumers in the Colony 
was employed in the research. A closed-end structured questionnaire 
was used to obtain the necessary information.
The results indicate that consumers usually drink beer at 
night, Relaxation and refreshing are important motives for drinking. 
Freshness, no bitterness, and clearness are important attributes in 
defining a good beer• Price and quality are crucial factors in the 
choice 02" a particular brand.
The thesis is by no means a complete study of the consumer 
buying behavior. It is only a rough guide for those who are 
interested in the marketing of beer in Hong Kong. I sincerely 
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!•0 INTRODUCTION
The growing prosperity of Hong Kong in recent years has 
increased the purchasing power of the community. The better standard 
of living and the prolonged hot Summer months help to promote the 
acceptance of beer as it has been thought as a good cooling drink.
The increasing number of young persons reaching maturity also has 
a sound and positive effect on the demand and consumption of beer.
The trend will probably be that beer will continue to increase in 
popularity and will be widely available throughout the market.
There is only one local brewery company in Hong Kong,^ and 
this company accounts for a large percentage of sales. In 197样 
there were sixteen countries exporting a total of about forty 
different brands of beer to Hong Kong.^ The most important source 
of imports are China, Denmark and West Germany* The percentage of 
each country*s exports to the total imports in 197^ are >^6%, 1^ >% and 
lb% respectively• These three countries accounted for eighty-five
There used to be two local brewing companies in Hong 
Kong, the Carling Brewery (Hong Kong) Limited and the San Miguel 
Brewery Ltd. But the former wound up its business in the early 
197〇,s.
2 See the next page.
 ^The information was obtained through an interview with an 
executive who has more than ten years experience with a large beer 
wholesaling company.
if Hong Konp; Trade Statistics: Import， Census and Statistics
Department, Hong Kong, December 197^*
percent of the total imported beer in 197^*
The value of the imported beer for the five year period 
running from 197〇 to 197^ is given in Table 1*1.^
TABLE 1.1
VALUE OF I _ R T E D  BEER FOR 1970 TO 1975 BY VARIOUS COUNTRIES 
(IN THOUSANDS OF DOLLARS)
Jan-Oct
197〇 1971 1972 1973 1974 1973
China 似 ，517 S 2 5 , ^ S25,86〇 S3〇,9^ S29,8l7x S2^,917
Denmark 6,578 8,106 9,815 1 1 ,1 6 8 7,623 6,2^0
West Germany 5, 〇68 5,291 5,6 8 0 7,237 7,386 6,051
Others 5,讲 5 ,吵 6,882 8,^3 8,717 7,55〇
Total 糾  1,537 SM+，255 S^8,273 S57,898 $53,5^3 S糾 ，758
The sales of the local brewery company for the same period 
is shown in Table 1*2.&
TABLE 1.2
SALES OF BEER FOR THE LOCAL BREWERY 
(IN THOUSANDS OF DOLLARS)
COMPANY
197〇 1221 1972 1973 197^ 1975
糾 7,159 酱67,799 S8l,753 1100,359
^ Hong Kong Trade Statistics: Imports， Census and Statistics
Department, Hong Kong, December 197〇 - 197^1 October 1975*
6 Annual Report of San Mip^ iel Brewery Ltd., 197〇 up to 1975*
The company offers two brands of bottle beer, San Miguel and Ching San, 
The latter brand is cheaper and used to compete with the lower priced 
brands from China.
Several comments may be made by looking at the tables•
Firstly, there is an increase of spending on beer consumption over
time (except in the year 197样， because of the worldwide economic
recession, the demand for imported beer slackened). Secondly, the
7local producer captured more than one half of the total market*
Thirdly, the local producer increased its sales much faster than the
importers, so that its market share was increasing.
As there are so many brands of beer available in the market,
competition is very keen. The domestic supplier, China, Denmark and
West Germany are able to capture more than ninety percent of the total
market• The most salable brands for each of them are San Miguel,
Tsing Tao, Carlsberg and Blue Girl respectively. Collectively, they
8
account for about seventy percent of the total beer market. The 
competition is specially severe within these four brands. The re­
maining thirty percent of the market is shared among the remaining 
forty brands.
1.1 Objectives of the Study
The success of the four leading brands mentioned earlier is 
attributed to the extensive advertisement• The study of consumers * 
beer buying behavior is hoped to provide information for identifying 
七he target customers of beer, finding out their needs and attitudes, 
so that advertising and other promotional campaigns can be carried
7 The comparison is not a very good one, as we are comparing 
the imported price of the imported brands and the wholesale price of 
the domestic brands, and the sales figure of the local producer also 
include the export sales and the sales of other items.
8 Estimated by the same expert as 3*
out more effectively. The study may be more useful from the stand­
point of the marketers of either of the four leading brands.
The specific objectives of the study was:
a) to find out the buying and drinking patterns of beer.
b) to find out the motives of drinking beer.
c) 七o compare what factors are important affecting the choice of
brands.
d) to find out the factors in defining a good beer and the product 
image of beer.
e) to examine the characteristics of drinkers for each particular 
brand.
f) to s七udy the perception of drinkers towards the four brands in 
term of quality.
g) to distinguish the light users and heavy users in terms of their 
activities, interests and opinions•
1.2 Scope of the Study
The study is directed at the final consumers of beer in Hong 
Kong. The main scope of the study is to satisfy all the objectives 
listed in the previous section. Draught beer is excluded from the 
study because the market size is small. The distribution channel is 
limited and little competition exists in this specific market•
The four leading brands are purposely selected in the study, 
because of their large market shares and popularity. They are 
especially suitable for comparison because they are produced by
different countries.
1.3 Model of Consumer Behavior
A generalized model of consumer behavior given by J.U. McNeal^ 
is used as a theoretical model for the explanation of the consumer 
behavior and it summarizes the first few objectives of the study•
The procedures in the analysis of the study will follow the model as
closely as possible•
Fig. 1.1 illustrates the generalized model of consumer 
behavior.
FIGURE 1 .1  BASIC MODEL OF CONSUMER BEHAVIOS
9
James U. McNeal9 An Introduction to Consumer Behavior (New 
York: John Wiley 8c Sons, Inc. 1972), pp. l^ f - 29.
中文大學圖書館藏
The model is a composite based on suggestions of numerous
articles and books on the subjects of human behavior. A rough 
application of the model to explain the consuming behavior of beer 
is illustrated as follows:
a) Event - the occurence which takes place in the consumer^ environ­
ment, body or mind that may eventually lead to a consuming act.
The events given in this study is the occasions and time for 
drinking beer*
b) Need - the dictionary interpretation is "the lack of anything 
requisite, desired, or useful"•
c) Tension State - the need causes a tension state to develop, 
tension state is sometimes referred to as a state of motivation. 
The motives of drinking beer would be studied*
d) Cognition - cognition is problem solving, it involves thinking, 
searching the memory bank, and perceiving, or make sense out of 
things. This stage is used for the analysis of why people choose 
a particular brand of beer, the factors being considered on 
purchase, the product image and brand image.
e) Action - it refers to the physical activities that the individual 
performs in his cognitive state. In the study, the action is 
just the buying and consuming of a particular brand.
It is noticed that some actions are carried out without 
passing through the cognitive stage. Such a situation is called 
automatic response ( A R ) T h o s e  events causing AR must be well-
John A. Howard, Marketing; Management: Analysis and
Planning (Homewood, Illinois: Richard D. Irwin, 19^3), p* 87.
known or frequently occurring events to which the individual has 
learned to respond immediately and correctly.
f) Personality - it is the storehouse of attitudes and knowledge.
The consumers* attitudes and perceptions, their activities, 
interests and opinions are indicators of their personalities.
g) Result: satisfaction or dissatisfaction - the actions recommended 
by an individual^ cognitive state should produce satisfaction• 
This implies the removal of the tension state. This result would 
complete a cycle of consumer behavior*
If the action does result in dissatisfaction, the 
consumer would return t.co the cognitive state (RC) and reconsider. 
An action which produced dissatisfaction would not be repeated.
For example, if a consumer has dissatisfaction on a brand of beer 
after drinking it, he will not drink it again. While if an action 
always result in satisfaction, automatic response will likely be 
the result. This explains brand loyalty to some extent.
h) Environmental 工nfluences - one*s environment influences all stages 
of consumer behavior. The communication media is considered as an 
influence in the study.
1•紅 Structure of the Thesis 
The thesis consists of six chapters. Chapter One is the 
introduction, outlining the objectives and scope of the study, and 
discussing a generalized model of consumer behavior v;hich is quite 
relevant to the study. Chapter Two deals with the methodology which 
involves the definition of some terras, the discussion of the question­
naire, sampling techniques, method of collecting data, the limitations，
of the study and the method of analysis. Chapter Three, Four, Five 
are chapters on the analysis of data* Chapter Three talks about the 
demographic characteristics of respondents and their buying and 
drinking habits. Chapter Four discribes the processes that leads 
to consumption based on the suggested consumer model* It is the 
most important chapter as it talks about all the aspects involving 
beer consumption, it includes the occasions for drinking, the 
motives of drinking, the factors affecting the choice of a particular 
brand, product attributes, product image and brand image, the choice 
of brand and the means of learning the brand* Chapter Five discusses 
the application of discriminant analysis to discriminate light users 




Certain Operational definitions are used in the course of 
the research. They are:
a) Buyer ~ the individual who actually makes the purchase.
b) User - the person who has drunk beer in the last tv/elve
months (sometimes referred to as consumer)
c) Light User - user who consumes three times or less per month.
d) Heavy User - user who consumes four times or more per month,
2.2 The Questionnaire
A structured questionnaire, with fixed alternative response 
questions, is used because of the following advantages. Firstly, the 
questions can be answered much faster and easier by the respondents, 
so that more ques七ions can be asked. Secondly, the standard response 
facilitates coding and analysis. Thirdly, the specifying possible 
answers may serve to clarify the meaning of the questions.
The questionnaire was set in accordance with the objectives 
of the study. It is divided into five sections. The first section 
concerns with the general beer buying and drinking habits. The 
first question in this section was used to screen out the non-users, 
defined as those persons who have not drunk beer for the last twelve 
months. The second section talks about the occasions of drinking and 
their perception of the enjoyment and choice of beer by occupational
groups. The third section deals with the motives of drinking, the 
factors affecting the choice of brands, the product attributes, the 
choice of brands, the product image and brand image, the means of 
learning the brands and the comparison of the quality of the selected 
brands. The fourth section enquires the activities, interests and 
opinions of respondents. The fifth section deals with the 
demographic characteristics of respondents.
The section on demographic characteristics was purposely put 
in七o the last section to delay and avoid embarrassment*
Questions for each section of the questionnaire was first 
prepared. The possible answers for each of the questions were obtained 
through a detailed discussion with several beer consumers* The ques­
tions on product attributes, the factors affecting the choice of 
brands, and the product image were the main emphasis of the discussion. 
These questions with the possible answers was used to formulate the 
questionnaire.
A pretest of the questionnaire was conducted for a sample of 
size twenty• The pretest helped to determine whether the questions 
were easily understood by the respondents, whether they are in a satis­
factory order, whether they are stimulating to respondents and whether 
all important phases of the research work have been given. The 
pretest resulted in a minor modification of the questionnaire in 
terms of wordings and order of questions*
2.3 Sampling：
The target population is the population about which we are 
seeking information. The target population for this study was the
11
final consumers of beer over the age of seventeen residing in Hong 
Kong. The problem of how to locate the target population arose. It 
was learned that most consumers of beer are buyers also.U So the 
set of all beer buyers who are also users with age over seventeen 
residing in Hong Kong approximates the target population, and the 
former set of people was used for sampling. It is called the study- 
population because the sample data is actually drawn from this sample. 
The method of finding a member of the population was for the data ga­
therer to station himself near a retail store, and ask a person who 
bought beer whether he was a user or not. If he did, he was a member.
Having decided the study population, the method of sampling 
was considered. Area sampling (cluster sampling such that clusters 
are geographical) was used in selecting random samples, using the 
rule-of-thumb that area sampling is quite suitable for urban 
populations. The clusters concerned were the retail outlets of beert 
the retail stores, the supermarkets and the grocery stores located 
in Hong Kong. In the course of sampling, a random sample of clusters 
was drawn, and from this was taken either a population or a random 
sample of elements. The cluster sampling method was chosen for the 
study mainly because of its relative cheapness and convenience.
The size of the sample was limited to about one hundred 
because of the lack of time.
11 The converse is not true
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Method of Collecting Data
The primary data was collected by personal interview* The 
interviews took place from November 10 to November 31i 1973* Three 
retail outlets in Kowloon and two in Hong Kong Island were randomly 
chosen as the area clusters. Beer buyers of the stores are randomly 
selected, those who were also users were considered as respondents 
randomly selected from the population. Each interview lasts for 
about fifteen minutes and each question was read as it was written,
A total number of ninety six interviews was conducted v/ithin the 
specified period.
The secondary data concerning the sales of beer of the local 
producer and the import figures of beer for the recent years came 
from the annual reports of that company and the Hong Kong Trade 
Statistics. Attempts were made to determine the market share for 
the well-known brands and the current market condition* This 
information was obtained through an interview with a top executive 
of a large beer wholesaling company v;ho had more than ten years 
experience in this area. There were no publications on the beer 
business in Hong Kong from government sources and trade associations 
as beer is studied together with the other drinks under the section 
on beverages.
2.5 Method of Analysis
Out of the ninety six returned questionaires, six were found 
to be incomplete, the remaining ninety were used for the analysis.
The method of analysis included marginal calculation, cross-tabulation, 
factor analysis and discriminant analysis. All four techniques were
- 13 -
done by using computer packages. The LIBA Package was used to run 
the programs of the former two techniques and the ICL Statistical 
Package was for the programs of the latter two techniques. The 
marginal calculation gave the distribution of the answers for each 
question for the total respondents. This has provided information 
for the general outlook for the survey. The cross-tabulation 
attempted to provide more specific information as the distribution 
of answers by different respondents having different characteristics 
could be examined. The standard variables defining the characteris­
tics and which were used for the cross-tabulation analysis were 
occupation, age, education, sex, income, frequency of drinking and 
the brands chosen. Factor analysis was used in the analysis of the 
product and brand image. The intention was to reduce the number of 
variables describing a brand of beer to a few interpretable factors. 
Lastly, discriminant analysis was used to distinguish light users 
and heavy users based on their activities, interests and opinions.
The discriminant coefficients found in the analysis determine the 
discriminant score; the score is used to predict the likelihood of a 
user to belong to either of the groups.
2.6 Limitations of the Study
The main limitation of the research is the lack of time. Thus 
the sample size taken is not large enough to completely justify the 
inference findings of the research. Conclusions are made with 
reservation.
Other major limitations on the research methodology and method 
of analysis also existed*
- 1^+ -
The limitations on methodology arose in the course of:
a) the choice of structured questions - because firstly, some 
possible answers to questions may have been omitted; secondly, 
the ordering of alternative answers may bias the results; thirdly, 
central positions are more likely to be chosen than the extremes 
when given in numbers.
b) the method of collecting data - because firstly, the targe七 
population was not identical to the study population (in fact, the 
former is a superset of the latter), users who did not buy were 
excluded; secondly, no allowance was made for non-response.
These two factors might introduce bias to the sample because it 
did not cover the whole of the target population. Furthermore, 
the characterictics of respondents depends very much on the choice 
of the clusters.
Limitations concerning the method of analysis arose in the 
discriminant analysis and it will be discussed in that section.
3.0 DEMOGRAFHIC CHARACTERISTICS AND 
BUYING AND DRINICIKG HABITS
3*1 Demographic Characteristics of Respondents 
Table 3*1 gives some information of the demographic 




Business Executive 6.7 6
Professional 31.1 28
White Collar Worker 2 k A 22
Blue Coliar/Manual Worker 8.9 8
Retired/Housewife 8.9 8
Student 2.0.0 1 8
100.0 9〇
(b) Ap；e % No,
1 8 - 2 5 55.6 5〇
26-30 17.8 1 6
31-^0 13.3 12
^fl-50 6.7 6





Some Primary 2,2 2
Primary Compteted kA “
Some Secondary 13.3 12













(f) Monthly Family Income % No,
Less than SlOOO b . b
S1000 to S2000 26.7 2 b
S2001 to S3〇〇〇 33.3 3〇
S3〇〇l to S^ fOOO 6.7 6
伽 01 to 莎5〇〇〇 1 5 .6 I k
Over 纟5000 13.3 12
100.0 9〇
(s) Type of House % No.
Sesited Area 2.2 2
Resettlement Estate 13.3 12
Government Low Cost 
Housing
15.6 lA
Rented Room 6.7 6
Rented Flat 22,2 20
Self-own Flat 37.8 3^
Others 2,2 2
100.0 9〇
From the table, the following characteristics of the 
respondents are noted, they are：
a) Young - more than 7 3 %  are under 3〇 years old.
b) Educated - more than 62% have post-secondary or university
education.
c) S 〇°/〇 are male.
— 1 8 —
d) Somewhat wealthy - since 1) only k% had monthly family income less 
than S1000, and 29% had the income over %k000, 2) 60% live in 
rented room or rented flat.
This profile of respondents is explained by the method of 
getting the data. Educated people are more willing to be interviewed 
than uneducated people. Also education is accompanied by higher 
income, at least to a certain degree, this accounts for the wealthiness 
of the respondents. Young people are more open, therefore in our 
sample, most respondents are young. It was found that most female do 
not drink beer, so they were screened out from the interview, this 
explains why most respondents are male. It is noted that the choice 
of clusters is a crucial factor in determining these characteristics.
These demographic variables, the frequency of drinking, and brand 
choice will be used as a standard variables for the cross-tabulation 
analysis.
3*2 Buying and Drinking Habits 
Length of Drinking： Beer
Most of the respondents (73涔） have drunk beer for more than 
four years. The length of beer drinicing depends only on the age of 
respondents.
Frequency of Drinking
The frequency of drinking is as shown in the fc11owing table:
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TABLE 3.2
厕 Q腿 CY OF DRINKING
Frequency % No.
Less than once per month kZ.2 38
1 to 3 times per month 31.1 28
1 to 3 times per week 20.0 13
k to 6 times per week k.k k
Over 6 times per week 2.2 2
100.0 9〇
If light users are referred as those who drink beer for less 
than or equal to 3 times per month, and other users having a higher 
frequency as heavy users. Then 73% are light users, and 27% are 
heavy users.
The following classes have a higher proportion of heavy users 
to light users when compared with the total sample. The percentage of 
heavy users in the classes is given in parenthesis.
a) Blue co liar/manual workers (100%) and professionals
b) Respondents over years old (6?/b)
c) Primary school completed (5〇/0 and some secondary school education 
(67%)
d) Male (31%)
e) Income range between S1000 to $2000
f) Respondents who live in resettlement estate (5〇9〇) and low cost 
housing {by/〇)
g) Respondents who usually choose the Tsing Tao brand (71?0
It is seen that most of the heavy users belong to the lower 
social class• They have relatively low education, low monthly family 
income and usually live in low cost housing. They work as blue collar 
workers or manual workers and the brand they consume usually is 
Tsing Tao which comes from China.
Beer Choice- Bottled Beer or Canned Beer
Bottled beer is usually bought by 7 ®  of respondents, the 
remaining 2k,k°/〇 usually buy canned beer. There is no significant find­
ings about the variation of the demographic variables which affects 
choice of bottles or cans.
Differences ofBottled Beer and Canned Beer
Sixty percent said that both type of beer are the same and 
forty percent said that they are different.
It is noted that respondents with low education, low monthly 
family income and living in low cost housing are more likely to say 
that the quality of bottled beer and canned beer is the same. One 
hundred percent of the respondents who buy Tsing Tao usually thought 
that they are the same. One hundred percent of blue collar/manual 
workers and 100% of retired/housewives thought that they are the same.
Of the +^0^〇 respondents who claimed that the quality of bottled 
beer and canned beer are different, they are said to be different in 
the following aspects, arranging the descending order of importance, 
freshness (56%), taste (39%)， bitterness (1%), alcoholic content (11%) 
and gaseous conten (6^), Freshness and taste are the more important 
differences.
Of these respondents, (83%) prefer bottled beer and (17%)
prefer canned beer.
Quantity Bought Each Time
The quantity of beer bought each time increase with the 
frequency of beer drinking* 100% of the respondents who drink with 
a frequency of k times per week or more purchase five units or more 
per time* Lower frequency of drinking, on the other hand, would 
imply a smaller quantity bought per time.
Buying： Interval
Similar to the analysis of the above sub-section, the interval 
of each buying varies directly with the frequency of drinking. Only 
6/b of the light users have a buying interval within 1 to 6 days 
whereas 67% of the heavy users have an interval of 1 to 6 days. The 
explanation of the finding is obvious.
Family Member Who Likes to Drink Beer Most
The respondent and father (31%) are found to be the
member who like to drink beer most, making a total of 87%•
Family Member Who Buys Beer Usually
The answers for this question is distributed as shown in 
Table 3.3：
TABLE 3-3










It i s  s e e n  t h a t  t h e  b e e r  b u y e r s  a r e  m o r e  l i k e l y  t o  be t h e  
c h i l d r e n ,  t h e  m o t h e r ,  a n d  t h e  r e s p o n d e n t  h i m s e l f .
P l a c e  o f  B u y i n g
F i f t y - t h r e e  p e r c e n t  of r e s p o n d e n t s  b u y s  f r o m  r e t a i l  st o r e s ,  
y i °/〇 b u y  f r o m  s u p e r m a r k e t s  a n d  1 6 %  b u y  f r o m  g r o c e r y  s t o r e s .  T h i s  
f i n d i n g  i s  n o t  s i g n i f i c a n t ,  a s  it i s  d e p e n d e n t  u p o n  t h e  s u r v e y  m e t h o d .
R e t a i l  stor es * o p e r a t i o n s  a r e  q u i t e  s i m i l a r  to  g r o c e r y  s t o r e s’， 
i n  t e r m s  of  s e r v i c e ,  p r o d u c t  l i ne , a n d  p r i c e .  T h e r e  a r e  m a n y  st or es , 
c r o w d e d  in  t h e u r b a n  a r ea , so  t h e y  a r e  c o n v e n i e n t  a n d  v e r y  of te n, t h e y  
m a i n t a i n  a  f r i e n d l y  r e l a t i o n s h i p  w i t h  t h e i r  n e i g h b o u r  c u s t o m e r s .  
D e l i v e r y  s e r v i c e  m a y  be a v a i l a b l e  for q u a n t i t y  b u y e r s .
S u p e r m a r k e t s ,  on  the o t h e r  ha nd , e m p h a s i z e  l o w e r  pr i c e ,  s e l f -  
s e r v i c e ,  m o r e  v a r i e t i e s  of good s, a n d  t h e y  a r e  l a i d  out o n  s h e l v e s  
w i t h  t a g s  s h o w i n g  t h e  e x a c t  pr i c e s .
R e f e r r i n g  t o  T a b l e  ^ of t h e  b l u e  c o l l a r / m a n u a l  w o r k e r s
a n d  ^CP/〇 of the r e t i r e d / h o u s e w i v e s ,  b u y  f r o m  s u p e r m a r k e t s .  T h e  
e x p l a n a t i o n  of t h e  h i g h e r  p e r c e n t a g e  is  th at t h e s e  p e o p l e  a r e m o r e  
p r i c e - c o n s c i o u s  or u s u a l l y  h a v e  m o r e  t i m e  for s h o p p i n g .
S i x t y - s i x  p e r c e n t  of the f e m a l e  b u y  f r o m  s u p e r m a r k e t , the 
e x p l a n a t i o n  is  s i m i l a r  to  t h e  a b o v e  one.
T h e r e  is n o t m u c h  d i f f e r e n c e s  i n  t h e  p l a c e  of p u r c h a s e ,  w h e n  
o t h e r  d e m o g r a p h i c  v a r i a b l e s  ar e co nc e r n e d .
T h e  c h a r a c t e r i s t i c s  of t h e s t o r e s  as  s t a t e d  a b o v e  m a y  s u g g e s t  
s o m e  of t h e  r e a s o n s  w h y  p e o p l e  b u y  f r o m  t h e s e  t y p e s  of stores. T h e  
r a n k i n g  of th e r e l a t i v e  i m p o r t a n c e  of t h e  r e a s o n s  is as follows: 
C o n v e n i e n c e  (8 2% ) ;  c h e a p e r  (2CP/c) ; m o r e  v a r i e t i e s  ( 9 %); d e l i v e r y  s e r v i c e  
( T / 〇) ； b e t t e r  s a le s p e r s o n n e l  ( 2 .%); c o n v e n i e n c e  is th e m o s t  i m p o r t a n t
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r e a s o n  for p a t r o n i n g  a  p a r t i c u l a r  ty pe o f  store, or a p a r t i c u l a r  store. 
T h i s  is e x p l a i n e d  by the fact that for a p a r t i c u l a r  b r a n d  o f  beer, it 
is a h o m o g e n e o u s  p r o d u c t , its pr i c e  is u n i f o r m  ov er th e en ti re mark et 
in g e n e r a l  (except for the su pe rm ar ke t w h i c h  sells for about 5 7® l e s s , 
but the b e e r  has no cooling). So b e e r  bu y e r s  ha ve no sp e c i f i c  type to 
stor e pref er en ce , but have s t r o n g  br a n d  preference.
k . O  P R O C E S S E S  T H AT L E A D  T O  C O N S U M P T I O N  
^•1 E v e n t s
O c c a s i o n s  to D r i n k  Beer for the Firs t T i m e
F i v e  p o s s i b l e  a n s w e r s  were a v a i l a b l e  for the r e s p o n d e n t s  to 
choose. T h e y  we re home, rest au ra nt s, work, p a r t y  a n d  others. It 
is found that n o  r e s p o n d e n t  dr a n k  be er for the first t i me wh i l e  he 
wa s at work. O n l y  a few r e s p o n d e n t s  ( 2 S 〇 ) choo se others.
T h e  im po rt an t a n s w e r s  are ho m e  (58%), re st a u r a n t  (22?〇) and 
p a r t y  (l8^).
As beer co nt ai ns al co ho l an d thus causes i n t o x i c a t i o n  at 
least to a l i m i t e d  extent, people wo u l d  be mo re at ease wh en t h e y  
dr i n k  at home for the first time. T h i s  may explain the h i g h  p e r c e n ­
tage of re s p o n d e n t s  who dran k beer for the first time at home.
O c c a s i o n s  to F i nd D r i n k i n g  
B e er Most E n jo ya bl e
Si x en vi ro n m e n t a l  events were listed as pr ob ab le oc casions for 
r e s p o n d e n t s  to find dr i n k i n g  be er mo st enjoyable- T o  un de r s t a n d  w h i c h  
events will b r i n g  about s a ti sf ac ti on to cons um er s is of crucial 
im po rt an ce to the marketers, as they can use these en vi ro nm en ta l 
events as ba ck gr ou nd s for the pr om o t i o n a l  campaigns*
The marginal d i st ri bu ti on of the answers is shown in Table 
^•1, notice that these occasions are not mu tu al ly exclusive, for 
e x a m p l e , a pe rs on can talk with their friends when he dines in a r e s ­
taurant •
- 2 砟 -
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T A B L E  扛.1
O C C A S I O N S  T O  F I N D  D R I N K I N G  B E E R  M O S T  E N J O Y A B L E
Occasions 丄 No.
Talking with friends 28.9 26
At work 0 .〇 0
After work 8.9 8
Dining in restaurant 22.2 20
Dining at home 22.2 20
Picnicking 17.8 16
100.0 9〇
N o  re s p o n d e n t  r e pl ie d that t h ey feel d r i n k i n g  be er en jo ya bl e 
whil e th e y  are at work. T a l k i n g  w i t h  friends, d i n i n g  in restaurant, 
d i n i n g  at home and p i c n i c k i n g  are important occasions.
Anal ys is by Oc c u p a t i o n
Fo rt y - t h r e e  p e rc en t of the p r o f e s s i o n a l s  and kG% of the 
white collar w o rk er s sa id that t a l k i n g  w i t h  fr ie nd s was the most 
enjo ya bl e occasion. T h e  pr o f e s s i o n a l s  an d the white collar w o rk er s 
ha d si mi la r di st r i b u t i o n s  of answers. The blue coll ar /m an ua l 
wo rk er s and r e t i r e d / h o u s e w i v e s  cl ai me d that di n i n g  in restaurant 
and at home were the most enjo ya bl e oc ca si on s for d r i n k i n g  beer.
It is ob se rv ed 七liat the r e ti re d/ ho us ew iv es did not feel p i c n i c k i n g  
as an  enjoyable occasion, because these pe op le did not like pi c n i c k i n g  
at all. The st ud en ts answ er ed like the average respondents, except 
that there is a hi gh percen ta ge (33^) of them said that pi cn ic ki ng 
was the oc ca si on for most enjo yi ng beer drinking. Fo r business
executives, the answers are 67% for dining at home, J)J>°/c for 
after work. The small sample size for business executives does not 
suggest an inference•
Analysis by Ap;e
No respondents above the age of 3〇 years old reported that 
they found picnicking as the most enjoyable occasion for drinking 
beer• Again that reason is obvious, as old people do not like pic­
nicking. Conversely, for the youngest group of respondents (l8 to 
25 years old) they find that picnicking (28%) was the most enjoyable 
occasion, talking with friends {2k°/〇) and dining at home {2k°/〇) both 
ranked second. Respondents of the age between 26 to years old 
deemed that talking with friends (63/0 was the occasion. The most 
enjoyable occasions for the older respondents with age above 3〇 years 
old \v€v^f dining in restaurant and dining at home.
Analysis by Education
Roughly speaking, the importance of the occasion of talking 
with friends increase with increase in education, whereas the converse 
is true for dining in restaurant and dining at home. Table}7': shows 
that lOO^ o of the respondents who had primary school completed education 
or below replied that dining in restaurant and at home were the most 
enjoyable occasions for beer drinking, whereas the percentage for the 
post-secondary school educated respondents and the university educated 
respondents are 1 济  and 2济  respectively, v/hich is very much lower 
when compared with the kk% for the average respondents. Talking 
with friends was the most enjoyable occasion for the highly educated 
people, 67% for the post-secondary school educated respondents and
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32% for the university educated respondents•
Analysis by Sex
Talking with friends (3够 ） and picnicking (19%) are the two 
important occasions that the male respondents found drinking beer 
most enjoyable* For the female, dining at restaurant (钵 够 ） and 
dining at home ( 3 3 % ) are important occasions.
Analysis by Monthly Family Income
The occasion of talking with friends becomes more important 
as the monthly family income goes up, and the converse trend is true 
for the occasions of dining in restaurant and dining at home. This 
trend of variation for monthly family income is very similar to that 
variation for education. This is logical as education is always 
directly proportional to monthly family income•
Analysis by Frequency of Drinking
Heavy users differ significantly from the light users in the 
following two aspects.
(a) Many heavy users { b 2 % ) feel drinking beer most enjoyable when 
talking with friends while only some light users { 2 k ° /〇) feel the 
same thing.
(b) Only 8 % of the heavy users feel drinking beer most enjoyable
when dining in restaurants while there was a significant percen­
tage for light users ( 27°/〇). '
Time to Drink Beer
The time was divided into four levels, morning (before noon), 
afternoon (noon to 6 p.m,), evening (6 p.m, to 9 p.rn.) and night 
(after 9 Seventy-six percent of respondents drank at evening,
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2.Qf}〇 at night, k °/〇 in a f t e r n o o n  an d n o  re sp o n d e n t  d r an k at morning.
It is i n t e r e s t i n g  to find out that k k %  of the st ud en t 
r e s p o n d e n t s  w o u l d  l i k e  to d r i n k  at night.
T h e r e  is a t r e n d  that the p e r c e n t a g e  of r e s p o n d e n t s  d r a n k  
at nigh t in cr ea se w i t h  ed uc at io n, and d e cr ea se w i t h  age.
Al l  the r e s p o n d e n t s  w h o  li ke to d r in k be er at night we re 
m a le and ligh t users*
工n v i e w  of the above findings, one may co nc lu de that if a 
beer dr in ke r like to dr i n k  at night, ther e will be a h i g h  p r o b a b i l i t y  
for the p e r s o n  to be a male, a ligh t user, y o u n g  an d educated.
M o t i v e s
An  event o f te n r e s u l t s  in ne e d s  and n e e d s  m a y  le a d  to c o n s u m e r  
acts. Mo t i v e s  or a state of motivation, ve ry often re f e r r e d  to as 
te ns io n s t a t e , follows the crea ti on of needs. Before analysis the 
m o ti ve s of d r i n k i n g  beer, let us recall . some concept about the needs.
In the pr ev io us section, a few events w h i c h  are favourable 
七o meet the need s and ended in s a ti sf ac ti on have been discussed.
The origins of needs, are n u me ro us but can be co nv en ie nt ly gr ou pe d 
into three categories: the enviro nm en ta l (social needs); the organism
(biological needs); and the pers on *s p e rs on al it y (psychological needs) 
wh i c h  contains his knowledge, at titudes and thought processes.
工n a n al yz in g the reasons for dr in ki ng beer, the needs and 
mo ti ve s are grouped together for discussion. The motives for d r in ki ng 
are d i sc us se d in the later section, it is worthw hi le to note that some 
of these m o ti ve s may b e lo ng to more than one of the above three 
categories.
Too frequently, marketers promote satisfactions that are
a t t r i b u t e s  of t h e i r  p r o d u c t  b u t  are of l i tt le i m p o r t a n c e  to 
co ns um er s. The re su lt is b o u n d  to be a  failure. T h e r e f o r e  it is 
b e n e f i c i a l  for the m a r k e t e r s  to k n o w  the n e ed s and m o t i v e s  of the 
c o n s u m e r s  and use this i n f o r m a t i o n  to p r o m o t e  the s a t i s f a c t i o n  of 
need s r a t h e r  t h a n  p r o m o t i n g  t h ei r pr od uc t attr ib ut es .
M o t i v e s  for D r i n k i n g  B e e r
W h y  do pe op le d r i n k  b e e r ?  Th is is one of  the most im po rt an t 
q u e s t i o n  to an sw er f r om a m a r k e t i n g  poin t of view. Wi th ou t the u n d e r ­
s t a n d i n g  the mo t i v e s  of w h y  pe op le dr i n k  beer, a n  e f fi ci en t and 
e f fe ct iv e p r o m o t i o n a l  p r o g r a m m e  is impossible* The d i s t r i b u t i o n  of 
the a n sw er s is as shov/n i n  Tabl e 4.2.
T A B L E  4.2 
D R I N K I N G  MO TI VE S
Reas on s 1〇 No.
Re l i e v i n g  thirst 31.1 28
Re f r e s h i n g 37.8 3^
Re l a x i n g 48.9 k k
Cool in g drink 28.9 26
He lp in g one to feel comfortable 2 k . b 22
Re d u c i n g  a n xi et y 6.7 6
H e l p i n g  one to eat more 2 6 .7 2 h
Good for he al th k . b k
Better than other drinks 6.7 6
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This is a multiple response question, and the motives
''reducing anxiety", Mgood for health11, and "better than other drinkM 
seem to be unimportant. All other motives seem to be significant. 
The forthcoming section contains detailed analysis of the motives 
based on the demographic characteristics, frequency of drinking 
and brands chosen.
Analysis by Occupation
The main motives why the following groups of people drink 
beer is summarized in Table “.3*
TABLE k.3








helpingone to feel 
comfortable (36^)
Blue collar/manual workers relieving thirst (75%) 
relaxing (75%)
helping one to eat more (75%) 
relieving thirst (75%) 
refreshing (^ 6%) 
relaxing (5你 ） 




It is w o r t h w h i l e  t o  note that the b u s i n e s s  e x e c u t i v e s  an d 
p r o f e s s i o n a l s  gi ve r e l a t i v e l y  h i g h  p e r c e n t a g e s  for the m o t i v e s  
of h e l p i n g  one to  feel c o m f o r t a b l e  and r e d u c i n g  anxiety, w h e r e a s  
t h e  c o r r e s p o n d i n g  p e r c e n t a g e s  for blue c o l l a r / m a n u a l  w o r k e r s  a n d  
r e t i r e d / h o u s e w i v e s  are zero* F r o m  a  m a r k e t i n g  poin t of view, the 
a t t r i b u t e s  of h e l p i n g  one to feel co mf o r t a b l e  and r e d u c i n g  anxiety, 
w h i c h  are qu it e similar, are fair ly i m po rt an t if the m a rk et is ai m e d  
at the b u s i n e s s  e x e c u t i v e s  and the p r of es si on al s*
A n a l y s i s  by Age
By gr ou pi ng the or ig in al five age gr ou ps to thre e age 
g r o u p s , the v a r i a t i o n  of d r i n k i n g  m o t i v e s  w i t h  respect to  age can 
be sh o w n  m o re clearly* A m o d i f i c a t i o n  of T a b l e  Bl6 to T a b l e  
is shown below.
T A B L E  蚌•蚱
D R I N K I N G  M O TI VE S VERSUS AGE
Age 18-25 2 6 4 0 over k o
M o ti ve s ye a r s old ye a r s old year s old
% N o % N o % No
R e l i e v i n g  thirst 32.0 16 7.1 2 83.3 10
R e f r e s h i n g 52.0 26 1^.3 k 33.3 k
R e l a x i n g 22 G k . 2 18 33〇 k
C o o l i n g  drink 36.0 18 l b . 3 k 33.3 k
H e l p i n g  one to 
feel co mf or ta bl e
2^.0 12 28.6 8 16.7 2
R e d u c i n g  anxiety 4.0 2 0.0 〇 33.3 k
H e l p i n g  one to 
eat more
36.0 18 0.0 0 5〇.〇 6
Go od for h e al th 8.0 k 0.0 〇 0.0 0
Better drink 8.0 if 7 .1 2 0 •〇 〇
Total 100.0 5〇 100.0 28 100.0 12
Younr respondents! motives are mainly refreshing and
r e l a x i n g .  M i d d l e - a g e  r e s p o n d e n t s f is r e l a x i n g ,  a nd o l d - a g e  r e s ­
p o n d e n t s '  is r e l i e v i n g  thi r s t *
T h e  m o t i v e s  of the t w o  g r o u p s  o f  r e s p o n d e n t s  d i f f e r  s i g n i f i ­
c a ntly, in p a r t i c u l a r  the m i d d l e  a ge g r o u p  h a d  s h a r p  d i f f e r e n c e s  
fr o m  the c l d  a g e  g r o u p  * T h e  m i d d l e  a g e  g r o u p  d i d  n o t  c o n s i d e r  
r e l i e v i n g  thr i s t ,  r e d u c i n g  a n x i e t y  a n d  h e l p i n g  on e  to eat m o r e  as 
m o t i v e s  for d r i n k i n g  "bee-r, w h i l e  the o l d  a g e  g r o u p  c o n s i d e r e d  these 
as irnprotant r e a s o n s  f or t h e i r  d r i n k i n g .
T h e  y o u n g  r e s p o n d e n t s  b e h a v e d  rr.ore c l o s e l y  to the a v e r a g e  
r e s p o n d e n t •
A n a l y s i s  b ：/ Sclucation
If e d u c a t i o n  is d i v i d e d  into 3 3-evels： p r i m a r y , se c o n d a r y , 
p o s t s e c o n d a r y / u n i v e r s i t y ， the v a r i a t i o n  of e d u c a t i o n  v e r s u s  m o t i v e  of 
dririlving is in T a b l e  'uS.
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TABL E k . 3
DR IN KI NG MOTIVES VERSUS EDUCATION
Age
Mot i ve s
Primary Secondary
Postse co nd ar y/
University
% No % No % N o
Re li e v i n g  thirst 100.0 6 钵2.9 12 17.9 10
Refreshing 0.0 〇 5〇.〇 14 35.7 20
Relaxing 33.3 2 12 53.6 3〇
Cooling drink 33.3 2 2 1  A 6 32.1 18
H e lp in g one to 
feel comfortable
0.0 〇 Z l A 6 28 .6 16
Reducing anxiety 0.0 〇 l k . 3 b 3.6 2
Helping one to 
eat more 66.7
k 35.7 10 15.9 9
Good for health 0.0 0 0.0 0 7.1 k
Better drink 0.0 〇 7.1 2 7.1
Total 100.0 6 100.0 28 100.0 56
The respondents with primary education considered relieving 
thirst and helping one to eat more as most important motives for 
their drinking. These motives contrast sharply with the motives of 
other groups. These characteristics may not be conclusive, because 
of the relatively small sample in this group.
There is not much differences between the secondary school 
educated respondents and the postsecondary/university educated res- 
ponden七s, except that a high proportion of the secondary school
educated respondents said that relieving thirst is an important 
motive for drinking.
Analysis by Sex
There is no significant differences between the drinking 
motives of males and females.
The male answer is quite close to the average respondents* 
The main motive for females to drink is that it is refreshing, they 
did not consider helping to feel comfortable and reducing anxiety 
as strong motives for drinking.
Analysis by Monthly Family Income
For simpler analysis, the monthly family income is divided 
into two levels, the low income group (monthly family income less 
than S3〇〇〇) and the high income group (monthly family income greater 
than S3〇〇〇).
A summary of the variation of monthly family income with 
respect to motives of beer drinking is shown in Table .^6.
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% No % No
Relieving thirst ^1.3 2 k 12.5 k
Refreshing 26 25.0 8
Relaxing M +.8 26 56.3 18
Cooling drink 20 18 .8 6
Helping one to feel comfortable 13 .8 8 43.8 14
Reducing anxiety 6.9 6.3 2
Helping one to eat more 3^.5 20 12.5 k
Good for health 3 ^ 2 6.3 2
Better drink 6.9 if 6.3 2
Total 100.0 58 100.0 32
Relieving thirst, refreshing and relaxing appear to be the 
most important motives for drinking beer for low income group 
whereas relaxing, and helping one to feel comfortable are important 
reasons for the high income group. Relieving thirst and helping 
to eat more are prominent motives for the low income group but they 
are not important for the high income group.
Analysis by Frequency of Drinking：
The heavy users had a higher loading the light users
on all motives except for the reducing anxiety. No heavy users 
have reported that this is a motive. The order of importance
- —
of motives in descending order deemed by heavy users are arranged 
in the following manner： relaxing ( 67%); relieving thirst (5〇 ^ ) ； 
cooling drink ( k 2 %); helping one to eat more ( k 2 ° / 〇); refreshing (33^ ) ； 
helping one to feel comfortable ( 3 3 % ) ； better than other drink ( 1 7 % ) ； 
good for health ( S ° /〇) ; reducing anxiety (〇^).
Analysis by Brand
It was observed that the Tsing Tao brand consumers claimed 
that relieving thirst ( 7 2 . % ) and helping one to eat more ( 7 2 % ) were 
the most important motives for their drinking. The high loading on 
relieving thirst may be explained by the fact that the marketers 
of this brand of beer, stresses heavily in their advertising on 
relieving thirst by drinking the beer* No respondent who consumes 
Carlsberg claimed that reducing anxiety, helping one to eat more, 
good for health and better than other drinks are motives for drinking.
k . J f  Cognition and Action
Factors Affecting the Choice 
of a Particular Brand
The consideration of the factors affecting the choice of 
a particular brand involve problem solving. The normal cognition 
involves thinking, searching the memory bank and perceiving or 
making sense out of things*
The factors affecting the choice were given as price, quality, 
availability, producing country, packaging and popularity. Price 
and quality are understood to be important factors. Availability 
concerns with the distribution channels, since some brands of beer 
may not be available in a store convenient and easily accessible by- 
consumers. Though the consumers are willing to buy this brand, he
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can not get it from the nearby store, thus, availability is sometimes 
an important factor in choosing a particular brand• Sometimes the 
source of the product -- producing country -- is an important 
factor. Many people would like to consume their own country*s 
products if the price, quality, etc”  are comparable to the other 
country^ product. Packaging and popularity are part of the total 
product. Packaging is a part of the total physical product. The 
appearance is sometimes very important factor, it is suggested 
by many research findings. Popularity is an important component 
of the intangible part of the total product. Popularity would grow 
through heavy advertising, consistent quality, etc. This gives value 
to the product.
Respondents were asked to rate the importance of the above 
factors in the choice of brand, the rating is (1 ) for very important 
up to (5 ) for not at all important.
The weighed average of each factor for the average respondent 
is shown in Table “.7•
TABLE k . 7









It is o b s e r v e d  that q u a l i t y  is the m o st im p o r t a n t  fa ct or 
in c h o o s i n g  a p a r t i c u l a r  b r a n d  o f  beer, the r e l a t i v e  i m p o r t a n c e  
of the r e m a i n i n g  fact or s in d e s c e n d i n g  o r d e r  is price, av a i l a b i l i t y ,  
p a ck ag in g, p r o d u c i n g  c o u n t r y  a n d  p o p u l a r i t y • A b s o l u t e l y  speaking, 
the l a t t e r  three fa ct or s ar e not v e r y  i m po rt an t in the c h oi ce of  
b r a n d s  as their m e a n  v a l u e s  are le s s  th an three.
A n a l y s i s  b y  O c c u p a t i o n
Th e  m e a n  v a l u e s  of the d i ff er en t fact or s is c a l c u l a t e d  for 
each gr ou p of re spondents, the v a r i a t i o n  of the v a r i o u s  fact or s 
for d i ff er en t o c c u p a t i o n  is show n in T a b l e  4.8.
T A B L E  4.8
IMPORTANCE OF FACTORS VERSUS OCCUPATION
P r o d u c i n g
Pr i c e Q u a l i t y A v a i l a b i l i t y c o un tr y Packa^inf !： P o p u l a r i t y
B u s i n e s s  E x e c u t i v e s 3.67 1 . 33 2.00 3 .〇〇 1 . 67 3. 00
P r o f e s s i o n a l s 3.21 1 . 5〇 2. 5〇 2 . 5〇 3.29 3. 57
W h i t e  Co ll ar s 2.25 k . 2 3 2.00 3 . 5〇 2.75
B l u e  C o ll ar s/ Ma nu al 
W o rk er s
1.00 2.25 ^.25 2.00 3 . 5〇 2.75
Re ti re d / H o u s e w i v e s 1.75 2. 5〇 3.25 if.00 2.75 2. 5〇
St ud en ts 2.00 2-33 3.67 3.67 2.67
To ma ke the an al ys is simpler, the st an da rd devi at io n for 
each factor is not considered. U s i n g  the same (1) - (5) scale 
pr ev io us ly described, the value of (1) represents very important and
(5) re presents not at all important. (The same scale will be us ed
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in subsequent subsections)
From the table, one may notice that price is extremely 
important for the blue collar workers/housewives and the retired/ 
housewives, whereas it is only of moderate importance to business 
executives and professionals. The explanation may be business 
executives and professionals belong to the high income group, 
therefore they are not very price-conscious, the converse may be 
true for the blue collar/manual workers and retired/housewives, 
so the prediction is that these two groups would tend to purchase 
the lower-priced beers.
Quality is the most important factors affecting the choice 
of a particular brand for the business executives, professionals, 
white collar workers and the students.
Availability is of some importance to the business executives 
and students, this may connote that these people do not like to shop 
around to buy a particular brand of beer*
The producing country is considered to be important by- 
blue collar/manual workers only.
Packaging is a fairly important factor for the business 
executives*
Popularity is somewhat important for the blue collar/manual 
workers, retired/housewives and students only.
The three important factors in descending order for the 
different occupations are summed up below:
Business executives - quality, packaging, availability
Professionals - quality, availability, producing country
White collar workers - quality, availability, packaging
Blue collar/manual workers - price, producing country, quality 
Retired/housewives - price, quality, popularity
Students - quality, availability, price
Analysis by A^e
The age groups is divided into four levels. The distri­
bution of the means values for different factors is shown in 
Table ^.9.
TABLE 4.9
IMPORTANCE OF FACTORS VERSUS AGE
Producing
Price Quality Availability country Packaging Popularity
18 - 25 years old 2.52 1 .7 6 2.84 3 . 2 k 3.08 3 .16
26 - 3〇 years old 3.00 2.00 2.63 2.25 3.63 2.75
31 - years old 3.00 1.33 2.83 3.17 2.83 3.17
over k O years old 1.83 1.83 2.33 3.83 2.83 3.67
The respondents between the age of 26 to UO years old did 
not care very much about the price when compared with the other 
respondents (age either below 25 or above f^O years old),
The older respondents tend to disregard popularity more than 
the other respondents, but they pay relatively more attention to 
packaging. The differences on the above two factors is not very 
significant.
Overall speaking, there is not much significant variation 
of the factors for different ages.
- -
Analysis by Education
For convenience, the education is divided into three levels. 
The importance of the various factors on different education levels 
is shown in Table 4.10.
TABLE k . 1 0




Primary 1.0 0 2.67 3.67 3 .〇〇 3 .〇〇 2.67
Secondary 1 .8 6 1.79 3.21 3.57 3.〇7 3.21
Postsecondary/
University 3.11 1.64 2.39 2.93 3.1^ + 3 .1 8
A significant trend for education exists for the factors 
of price, quality, availability.
The importance of price in the choice of a particular brand 
decrease with education. While, the importance of quality and 
availability increase with education. This trend is always true 
for any product, because the educated people are usually more wealthy 
than the average, and they demand a higher quality and put less 
emphasis on price.
There is no significant difference in the perception of 
importance in packaging as the packaging for beer in most cases is 
standardized, therefore this also explains the relative unimportance 
of packaging in general.
The primary school educated people though that popularity
is more important than other respondents.
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Analysis by Sex
The relative importance of the factors by sex is shown in 
Table 4.11.
TABLE k . l l




Male 2.69 1.64 2 . 6 k 2.89 3.17 3.2 2
Female 2 .1 1 2.22 3.11 4.11 2.89 2.89
In general, women are price-concious and they are light users 
of beer, therefore they seem not to distinguish the quality of good 
beer when compared with men, for them packaging and popularity are 
relatively more important in choosing a particular brand. This 
roughly explaines the mean values given in Table 4.11.
Analysis by Monthly Family Income
Monthly family income is divided into three levels, the 
mean, values for different factors and for different levels of 
education is given in Table f^.12.
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I M P O R T A N C E  OF F A C T O R S  VE R S U S  M O N T H L Y  F A M I L Y  I N COME
TABLE. /4.12
Price Qua l i t y A v a i l a b i l i t y
Pro d u c i n g
c o untry P a c k a g i n g P o p u l a r i t y
Less t h a n  ^ 2 0 0 0 2 * 0 0 2 〇0 0 3.29 2 .6 ，f
S 2 0 0 1 ~ $ k o o o 2 .6 ? 1.83 2 , 5〇 3.17 2 . 8 3
Over $ k 0 0 0 3 . 0 8 I . 3 8 2 A G 3.23 3.00 3*31
The v a r iations of price, quality, and a v a i l a b i l i t y  for 
different m o n t h l y  family income is very similar to that of education. 
The explanations for edu c a t i o n  as discussed in the previous s u b ­
se c t i o n  also app l y  here.
Pro d u c i n g  c o untry is important for the low income group#
The possible expla n a t i o n  may be the low income g r o u p  is u s u ally made 
up of blue collar workers, and these workers often b e l o n g  to leftist 
labour unions. The union committee always urge their members to 
be patriotic and b u y  from their o wn country. This m a y  be the r e a s o n  
w hy these people think that producing country is important.
Analysis by Frequency of Drinking
The importance of the factors b y  frequency of drinlcing is 
shown in Table ^,13.
• kk ^
IMPORTANCE OF FACTORS VERSUS FREQUENCY OF DRINKING
Producing
Price Quality Availability country Packaging Popularity 
Light Users 2.73 1.79 2.^8 3.^2 3.〇6 3*12
Heavy Users 2 . k Z  1.6? 3*^2 2.33 3 ^ 2  3*25
Availability and packaging are relatively more important to 
light users, whereas producing country is more important to heavy 
users. Quality is still the more important factors in the choice 
of brand for both type of users.
Analysis by Brand
The importance of the factors by brand is shown in Table ^.14.
TABLE





San Miguel 1.95 1.8〇 2 .8 0 3.25 3.15 3.〇〇
Tsing Tao 1.86 2,29 2.57 3,3 2.^3
Blue Girl 蚱.20 lJ+0 l.8〇 2 .8 0 2.60 3.60
Carlsberg 3-31 1.5鉢 2.23 3.38 3.〇8 3 .6 2
It is seen that the San Miguel and Tsing Tao users considered 
that price is more important when compared with the Blue Girl and
Carlsberg users. The result can be interpreted easily because Blue 
Girl and Carlsberg are higher priced brands where as San Miguel and
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Tsing Tao are lower priced brands. Those consuming the higher price 
brands tend to overlook the price factor. Quality was more important 
for Blue Girl and Garlsberg users than the other two brands1 users. 
One can see that there is a. price-quality relation between various 
groups of classification throughout the analysis. In fact price- 
quality are complementary to each other. 工f one says that price 
is not very important in the choice, then quality tends to be 
important, and vice-versa.
Availability and packaging are of some importance for Blue 
Girl, the reasons may be the packaging of this brand is different 
from the others by having a transparent colourless bottle, and this 
brand is not available in some stores and some restaurants.
Producing country is important for Tsing Tao because some 
users bought this brand simply because it is imported from China. 
Popularity was reported to be important by this brand users. 
Attributes D efinin^ a Good Baer
Six attributes were given to define beer, the importance of 
each attribute to define a good beer was rated by a five point scale, 
(1) by v e r y  important and (5) for not at all important,
The distribution of the mean valu® of each of the product 
attributes i〇 shown in Table k»15•
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T A B L E







Quality of water for brewery 2.13
The r a n k i n g  of the importance of the above attributes in 
d escending order of importance is as f o l l o w s : freshness, no
bitterness, c l e a r n e s s , quality of water for brewery, ca r b o n a t i o n 
and alcoholic content.
It appears that the attributes of c a rbonation and alcoholic 
content are not very important.
Choice of Brand
The choice of different brands for the respondents is as 
f o l l o w s : San Miguel i k k % ) , Tsing Tao (lG%) ^ Blue Girl (ll?〇) and
Garlsberg • Since Blue Girl and Carlsberg are of similar price
]2and Sa.n Miguel and Tsing Tao are similar. It is observed that a 
relative high percentage of the business executives, p r o f e s s i o n a l s , 
white collar workers and students choose the higher priced brands, 
while a higher percentage of the blue collar/manual workers choose
12 The former brands have higher prices, about 7〇%  more than
the latter brands.
of c h o o s i n g  B l ue Gi r l  a n d  C a r l s b e r g  i n c r e a s e  w i t h  e d uc at io n, m o n t h l y
f a mi ly income, and de cr ea se w i t h  th e fr e q u e n c y  of drinking. In othe r
w o r d s , thes e t w o  brands* u s e r s  are p r o b a b l y  e d u c a t e d , w i t h  h i g h  income,
but t h e y  ar e u s u a l l y  li gh t users.
D e s c r i p t i o n  of the P u r c h a s e d  Bran d of 
Be e r  (Product 工mage or B r an d Image)
It w o u l d  be i n t e r e s t i n g  to knov/ h o w  the r e s p o n d e n t s  desc ri be 
thei r brands, the i n f o r m a t i o n  woul d s o m e h o w  r e fl ec t the r e s p o n d e n t s 1 
re a c t i o n  t o  b e er advert is in g. Some w o r d s  w h i c h  some pe op le u s e d  to 
d e s c r i b e  a b r a n d  of be er we r e  g i ve n to the re sp on de nt s, they we re t h en 
as k e d  w h e t h e r  these w o r d s  applies, p r o b a b l y  applies, might or m i g h t  
not a p p l y , p r o b a b l y  d o e s n ^  a p p l y , or does not appl y to thos e b r an ds 
of be e r  they u s u a l l y  pu rchased* F i ve point r a ti ng s we re assigned:
(1) stan ds for ap pl ie s up to (5) for do es not a p p l y • R e s p o n d e n t s  can 
r e ma in n e ut ra l because of the odd n u m b e r  r a ti ng s by c h e c k i n g  the 
n u m b e r  three s c o r e •
The m e an s sc or es for ea ch of the fo ll ow in g wo rd s is sh ow n in
the lower priced brands. There is a trend showing that the likelihood
Table ^.16*
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DESCRIPTION OF THE PURCHASED BRAND
TABLE 4.16
D e s c r i p t i o n M e a n  S c
Garb o n a t i o n 2.09
S t ro ng 2. 93
Fun 2 . 8 7
Acti ve 3.02
M i l d 2. 3 3
Clea r 1 . 8〇
Re l a x i n g 2 . 13
Sweet 3 . ^
Aged ^ •16
B i tt er 2.62
For ev er yd ay dr in ki ng 2.6k
Re fr e s h i n g 2.02
Tasty 2.13
M o d e r n 2.89
Ma sc ul in e 3.6^f
As three is set to be the border line for separating the 
application and non-application of the v/〇rds, one can see that the 
words active, sweet, aged and masculine are not good descriptions for 
beer.
The other words probably can be used to describe a brand of 
beer. The strength of the applicability of the remaining words in­
crease in the following order: strong, modern, fun, for everyday
d r i n k i n g ,  b i t t e r ,  m i l d ,  t a s t y ,  r e l a x i n g ,  c a r b o n a t i o n ,  r e f r e s h i n g  a n d  
c l ea r.
A p p l i c a t i o n  o f  F a c t o r  A n a l y s i s
F a c t o r  a n a l y s i s  is u s e d  as a  t o o l  to r e d u c e  t h e  l a r g e  n u m b e r  
o f  v a r i a b l e s  t o  a few i n t e r p r e t a b l e  c o n s t r u c t s *  It is a m u l t i v a r i a t e  
s t a t i s t i c a l  t e c h n i q u e  th at a d d r e s s  i t s e l f  to  the s t u d y  o f  i n t e r r e l a t i o n ­
s h i p  a m o n g  a t o t a l  set o f  o b s e r v e d  v a r i a t e s .  N o n e  o f  t h e s e  v a r i a b l e s  
is t r e a t e d  d i f f e r e n t l y  t h a n  ot h e r s ,  u n l i k e  the c a s e  in  m u l t i p l e  
r e g r e s s i o n ,  in  w h i c h  o n e v a r i a b l e  is e x p l i c i t y  c o n s i d e r e d  the c r i t e r i o n  
( d e p e n d e n t ) v a r i a b l e s  a n d  a l l  o t h e r s  the p r e d i c t o r  ( i n d e p e n d e n t ) 
v a r i a b l e s .
The f i f t e e n  w o r d s  to d e s c r i b e  a  b r a n d  o f  b e e r  w e r e  r e d u c e d  t o
•*
fi ve fact or s. T h e  r e s u l t s  o f  s u c h  a n a l y s i s  c a n  h o p e f u l l y  t h r o w  ligh t 
o n  co ns um er s' p r e f e r e n c e s , w h i c h  m a y  be v e r y  u s e f u l  i n  e s t i m a t i n g  
m a r k e t  t r en ds , but m o r e  i m p o r t a n t p r o v i d e  k n o w l e d g e  r e g a r d i n g  the 
c r u c i a l  a t t r i b u t e s  o f  the p r o d u c t , i. e, a t t r i b u t e s  v/hich d e t e r m i n e  the 
c o n s u m e r s 1 p r e f e r e n c e s .  S u c h  k n o w l e d g e  not o n l y  m a y  i m p r o v e  the 
p r o d u c t , but a l so m a y  h e l p  i n  p l a n n i n g  m o r e  e f f e c t i v e  a d v e r t i s i n g .
Five f a c t o r s  w e r e  u s e d  to  s u m m a r i z e  the f i f t e e n  w o r d s  
d e s c r i b i n g  a b r a n d  o f  beer , t h e s e  w o r d s  b e i n g  r a t e d  o n  fi ve -p oi nt 
s e m a n t i c  d i f f e r e n t i a l  scal es . The m e a n s  for e a c h  d e s c r i p t i v e  w o r d  
h a s  b e e n  c a l c u l a t e d  in  the p r e v i o u s  section.
For a m o r e  d e t a i l e d  d i s c u s s i o n  o f  fa c t o r  a n a l y s i s , see 
W i l l i a m  D. W e l l s , a n d J a g d i s h  N. Sheth, ’’F a c t o r  A n a l y s i s  in M a r k e t i n g  
R e s e a r c h , ，’ H a n d b o o k  of M a r k e t  R e s e a r c h， ed. b y  Robe rt F e r b e r  (New York: 
M c G r a w  Hill, 197^), P P - 2 - ^ 5 8  - 2-4.71.~
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I n p u t
As  f a c t o r  a n a l y s i s  is c o n c e r n e d  w i t h  r e l a t i o n s  a m o n g  o b s e r v a ­
t i o n s ,  a n d  it c o m m o n l y  s t a r t s  v/ith a m a t r i x  o f  c o r r e l a t i o n s  as its 
i n p u t • The c o r r e l a t i o n  m a t r i x  is u s e d  for s i m p l i c i t y .  It is w o r t h ­
w h i l e  to no te t h at a c o r r e l a t i o n  c o e f f i c i e n t  is d e r i v e d  fr o m  t h e  
s t a n d a r d  s c o r e s  i n  w h i c h  t h e  a v e r a g e s  o f  a l l  v a r i a b l e s  are set to  z e r o  
a n d  t h e  v a r i a n c e s  e q u a l  t o  one. T h i s  s u g g e s t s  t h a t  s o m e  i n f o r m a t i o n
c o n t a i n e d  i n  t h e d a t a  m a t r i x  h a s  b e e n  lost, n a m e l y  t h e  l e v e l s  a n d
lA
d i s p e r s i o n s  o f  v a r i a b l e s .
R e s u l t s  a n d  its I n t e r p r e t a t i o n
T h e  r e s u l t s  o f  t h e  a n a l y s i s  is g i v e n  i n  T a b l e  ^ * 1 7  w i t h  t h e 
t i t l e  ,f T a b l e  F a c t o r  L o a d i n g s . n
The f i f t e e n  w o r d s  d e s c r i b i n g  a  b r a n d  o f  b e e r  are c a r b o n a t e d ,  
stro ng , fun, a c t i v e , mild , clea r, r e l a x i n g ,  sw eet, aged, bi t t e r ,  for 
e v e r y d a y  d r i n ki ng , r e f r e s h i n g ,  ta sty, m o d e r n  a n d m a s c u l i n e .  The m a i n  
p r o b l e m  is to fi nd out w h i c h  o f  t h e s e  v a r i a b l e s  are h i g h l y  c o r r e l a t e d  
to one an ot he r, and t h e n  f a c t o r  out t h e s e  v a r i a b l e s  in to five fa c t o r s  
s u c h  that e a c h  f a c t o r  c o n t a i n s  so m e  h i g h l y  c o r r e l a t e d  v a r i a b l e s ,
a) F a c t o r  l o a d i n g
I n  T a b l e  ^-.17, t h e c o l u m n s  are fa c t o r s  w h i l e  t h e  r o w s  are 
va ri a b l e s .  The e n t r i e s  in the c o l u m n s  are f a c t o r  l o a d i n g s  w h i c h  
re p r e s e n t  the c o r r e l a t i o n  b e t w e e n  ea c h  v a r i a b l e  a n d e a c h  factor. 
M o d e r n  is h i g h l y  c o r r e l a t e d  to f a ct or 1 ， a g e d  is o n l y  v e r y  l o wl y
R e m a r k : A c o v a r i a n c e  m a t r i x  (only m e a n s  set e q u a l  to zero, 
but v a r i a n c e  not s t a n d a r d i z e d )  or a c r o s s - p r o d u c t  ( u n s t a n d a r d i z e d  
d a t a  m a tr ix ) m a y  be u s e d  as in puts in o r d e r  to p r e s e r v e  the 
a p p r o p r i a t e  informat ion. See the p r e v i o u s  r e f e r e n c e  by We l l s  and 
Sheth.





OF B MATRIX 11.^65
VARIANCE 21.005
CARB 0.160 0.840 0.032
STR 0.671 0,32P 0,043
FUN 0.791 0.209 0,703
ACT 0.544 0.456 0.661
mi in 0.220 0,780 0,233 -
CLEAR 0.76? 0.238 0.394
Rt LAX 0,684 0.316 0,666 _
SWFFT 0.165 0.835 0.304 -
aged 0.332 0.668 0,029
BITT 0.267 0.733 - 0 . 3 8 9 -
FVDR 0.655 0.345 0.345 -
RfcFR 0*685 0.31 S 0-510 _
TASTY 0.550 0,450 0.111 _
MOD 0.825 〇 • m D.790
MASCU 0.587 0*413 0,551





















factor fa ct or fa c t o r
3 4 5
4 . 0 2 5 2 . 7 9 7 1 . 9 8 6
7 . 3 0 0 7 . 5 6 7 4 . 3 0 9
0 •州 0 . 1 1 2 0 . 0 8 1
0 . 1 6 1 0 . 7 5 2 0 . 2 7 3
0 . 0 B 4 0 . 0 3 ? - 0 . 2 9 0
0 , 0 5 5 0 . 2 6 1 - 0 . 1 4 8
0 . 0 8 4 - 0 . 1 9 4 0 . 3 0 5
0 . 7 0 2 •  0 . 1 3 5 0 . 2 9  3
0 . 3 7 1 0 . 0 3 1 _ 0 . 2 5 5
0 . 1 7 3 0 . 0 8 9 - 0 . 0 2 1
0 . 1 8 9 0 . 4 4 7 - 0 , 2 6 6
0 , 0 6 1 0 . 3 2 3 0 . 0 5 A
0 . 2 7 3 • 0 . 0 4 H 0 . 1 1 5
0 . 1  8 5 0 . 0 0 1 - 0 . 1 2 4
0 . 0 4 2 - 0 . 0 9 8
0 . 3 4 6 - 0 . 1 2 7 0 . 2 1 2
0.383 0 . 2 2 9 0 . 2 S 9
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correlated to factor 1, and bitter is negatively correlated to 
factor 1.
b) Variance
The value of the variance for each factor is obtained by 
summing up the squares of the factor loadings and then dividing 
by the number of variables (here it is fifteen). Thus, the first 
summarizes 21.0 percent of the total variance, the second factor 
summarizes 11.9 percent; the third factor summarizes 7.8 percent; 
the fourth factor summarizes 7.6 percent; v/hile the fifth factor 
summarizes 缽•3 percent• Altogether the five factors summarizes
52.6 percent of the total variance. Mathematically, this is 
identical to the coefficient of determination (R ) in multiple 
regression.
c) The column of communality shows the degree to which the 
factors account for or explain each of the variables. It value 
is equal to the sum of the squares of the factor loadings of each 
factor. The low communality for the variables such as carbonated, 
sweet, mild and aged suggests that the five factors together 
account for only a low degree of the variance for each of the 
variables.
d) Correlation between Variables
As each factor loading represents a correlation between 
a variable and a factor, the observed correlation between two
variables can be obtained by multiplying their factor loading on
each factor and summing them• 巧  For example, the correlation 
between the variable of carbonated and the variable of strong 
is computed as 0.167 (0.052 X 0.043 + 0 . 1 %  X0.029 + 0.339 X 
0.161 + 0.112 X 0.752 + 0.081 X 0.273).
e) The factors
Factors are interpreted mainly on the basis of the factor 
contents. These factor contents are just variables which have 
high loadings on this factor. The five factors in descending 










The computed value may not be identical with the observed 
correlation because the five factors do not summarize the total 
variance but only a large percentage of it.
Factor 2
Descriptive Variables





The high negative loading on descriptions f,for everyday 
drinkingf, and ntastyn means that f,not for everyday drinking" and 














’relaxing’ etc., and it seems to describe the life style of a 
’active’* person and tends to be related to the "relaxing’* and 
’refreshing’* aspect of beer. Factor 2 concerns with the 'taste ' 
of beer. Factor 3 can be interpreted as * appearance* of beer. 
Factor ^ is regarded as describing the 'heartiness1 of beer.
These factors are mentioned in order of importance in 
accounting for the total variance. Collectively, these five 
factors account for 5 2 .6 percent of the total variance observed 
in subjects' rating of the 15 descriptive words. The first 
factor summarizes 21.0 percent, compared with the f^.3 percent 
summarized by the fifth factor,
f) Factor Scores
After the factorization, factor scores are calculated 
for each individual. A sample of this output is shown in Table 
l8. The factor score represents the degree to which each 
respondent gets high scores on the group of items (variables) 
that load high on each factor. As an illustration, consider the 
first respondent who has a factor scores of the following: 
factor 1 (-1.959)i factor 2 (-1 .3 1 8 ), factor 3 (2.153), factor ^
(1.377) 1 factor 5 (〇.^8). The relatively high score on factor 3 
indicates the descriptive words, Mcarbonated,t and Mclearft do not 
apply for him to describe his brand of beer (because a high 
positive score represents non-applicability, and a high negative 
score represents applicability), whereas his low score on factor 1 
implies that the descriptive words ’fun’， "active” etc. , are 
applicable for him to describe his brand of beer. Notice further
Factor 1 has a high loading on ’’modern' f,funn,
#4 ^  M ^  4 rn 瘧 瘺 •丨』 2 赢 __* ii trn Si ^
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that the scores for each factor for a respondent are determined 
by the overall answers to all the fifteen descriptors.
The factor scores found are used to analyse whether are any 
differences of views between the different brands * users. Three 
brand groups were used: the San Miguel users; the Tsing Tao users; 
and the Blue Girl and Carlsberg users. The criterion for the 
division is mainly the place of production. The first brand is pro­
duced locally, the second brand is imported from China, and the 
brands in the third group are imported from Germany and Denmark 
respectively. It is worthwhile to recall that the price for the 
brands of the first two groups are roughly the same and cheaper than 
the brands in the third group.
Neglecting the standard deviation of the factor scores on 
these three groups, only the means of the factor scores for each group 
are calculated. The distribution of the means of the factor scores 
for the three groups is shown in Table 19*
TABLE 缽.19
MEANS SCORES FOR THE THREE GROUPS
Group Factor 1 Factor 2 Factor 3 Factor k Factor 5
San Miguel Users 0.38 -0.19 0.1^ 0-13 0.01
Tsing Tao Users 1.69 0.10 -0.14 - 〇.37 - o.o8
Blue Girl or - l.〇8 -0.01 o.i6 0.13 - o . o k
Carlsberg Users
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One can see that factor 1 bears the highest magnitude (in 
term of absolute value) scores for all the three groups. The Blue 
Girl or Carlsberg Users highly agree that their brands of beer as 
”funn ， "active", ’relaxing", ’sweet"， nrefreshing”， "modern” and 
’masculine’*, while the Tsing Tao users have a extremely opposite view 
on the above description. Tsing Tao users somewhat agree that their 
brands of beer are "strong”， "aged" and f’bittern (factor 知）• The San 
Miguel users somewhat resembles the Tsing Tao on the first factor and 
have a similar characteristics on the third factor with the Blue Girl/ 
Carlsberg users, A more thorough analysis for the different brand 
users will be discussed in the next section.
Description of beer by brands1 users
The mean scores for the fifteen descriptive words for different 
brands' users in shown in Table 知.20.
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TABLE if.20
MEAN SCORES OF THE DESCRIPTIVE WORDS BY BRAND USERS
San Miguel Tsinp： Tao Blue Girl CarsberR
Carbonated 2.05 2.57 2,00 1-92
Strong 3.15 2.71 3.〇〇 2,69
Fun 2.75 3.71 2 .GO 2.69
Active 2.9〇 3.71 2.60 3.62
Mild 2.5〇 2 .1k 2.00 2.31
Clear 1.85 2.00 l.^ fO 1.77
Relaxing 2.45 2 .1k 1.8〇 1.77
Sweet 3.75 3-71 3.20 3.28
Aged +^.1^ "•20 k.oS
Bitter 2.5〇 1.71 2.80 3.23
For everyday 
drinking
2.7〇 2.^ +3 2.20 2.85
Refreshing 2.10 2,00 1,80 2 . 00
Tasty 1.71 2.00 1.92
Modern 2.70 2.20 2.77
Masculine 3.^5 ^•29 3.60 3.62
The score of 2.5〇 is used to cut off the applicability of 
the description. Only those variables whose scores are greater than 
2.5〇 will be considered as applicable for description,
San Miguel users describe their brands as carbonated, clear, 
relaxing, refreshing and tasty. Tsing Tao users describe it as mild, 
clear, relaxing, bitter, for everyday drinking, refreshing and tasty. 
Blue Girl users describe it as carbonated, mild, clear, relaxing,
- 6〇 -
sweet, for everyday drinking, refreshing, tasty and modern, Carlsberg 
users drink it as carbonated, mild, clear, relaxing, refreshing and 
tasty.
It is noted that all brands users claimed that clear, relaxing, 
refreshing and tasty are applicable words to describe their brands of 
beer.
The validity of the results and findings from the factor 
analysis can roughly be checked from Table 3*23- For example, the 
extremely high scores for ?,funn, "active", "sweet11, ’’modern” and 
’’masculine’* for the Tsing Tao users indicates these words are not 
good for them to describe their brands of beer, this results has 
already been found in the section of factor analysis*
Environmental Influences 
Means to Learn About the Brand
The marginal distribution of the answers to the questions is 
as shown in Table ^.21.
TABLE 4.21
MEANS TO LEARN ABOUT THE BRAND
Means Percentage
in television 22,2
on the radio k.k
in newspaper 〇•〇
in magazine 0.0










It is seen that no respondents first come to learn about 
their brands through newspapers and magazines. Learning from other 
people is the most important mean for the respondents to come to 
learn about the brand. Television is the second most important means.
^•5 Personality
Perception of Enjoyment of Drinking 
Beer for Different Occupation
Respondents were asked to imagine which groups of people with 
different occupations enjoy drinking beer most. Six occupations were 
given and the marginal distribution of the answer is shown in Table
TABLE k . 2 . 2




White Collar Workers 











Seventy one percent of the respondents said that blue collar 
workers and construction workers enjoy drinking beer most. This 
implies that blue collars and manual workers are probably heavy users 
of beer. This finding is highly compatible with the finding in the
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earlier analysis that most heavy users are blue collars or manual 
workers.
Perception of Choosing the Better 
Beer for Different Occupation
The question to the respondents was ’’who chooses the better 
beer?’’ Again, the possible answers given to respondents are the 
same at the previous section. The marginal distribution of the 
answers is given in Table ^.23.
TABLE k.23 
CHOICE OF BEST BEER
Occupation Percentage No.
Business executives 51.1 46
Professionals 2k.b 22
White collar workers 2*2 2




This time, >^1% of the respondents reported that business 
executives choose the better beer (in term of quality) and Zb% replied 
that professionals choose the better beer. This two groups constitute 
7%.
The reason that respondents seemed to think that business 
executives and professionals make a better choice may be that they are 
wealthy. The logical thinking about the price-quality relationship
suggesting that ’high price usually implies better quality” leads us 
to assume that most of the respondents belonging to these groups 
consumed the high priced brands. Referring to the previous analysis 
on the variation of choice of brands by occupation, 67% of business 
executives and h y /〇 of professionals chose the high priced brands 
(Blue Girl or Carlsberg). These higher percentages when compared 
with the respondents with differed occupations tends to prove that 
the assumption is correct.
Comparison of Quality of Brands
The quality of the various brands of beer as discussed 
previously were compared. Seventy one percent of the respondents (64) 
had tasted all the listed brands. Consequently, they are eligible to 
compare the quality of the brands. The characteristics for comparison 
are carbonation, freshness, no bitterness, clearness, alcoholic 
content, quality of water for brewery and overall quality.
As most respondents claimed that business executives and 
professionals usually choose the better quality beer, in fact, most 
of them choose Blue Girl and Carlsberg, therefore one may expected 
that these two brands are perceived to be of the higher quality than 
the other brands.
The assumption is correct as the Table z+.2/i on the comparison 
of overall quality of brands supports the same conclusion.
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TABLE k m2 k
BRAND PERCEIVED AS HIGHEST IN QUALITY
Brands Percentage No,
San Miguel 3.1 2
Tsing Tao 6.2 k
Blue Girl 5〇.〇 32
Carlsberg 4〇.6 26
100.0 9〇
Fifty percent of respondents replied that Blue Girl has the 
best overall quality among all the brands, and of respondents 
replied that Carlsberg was the best* Thus 91% of* respondent said that 
Blue Girl and Garlsberg had the best overall quality. Except for 
freshness and quality of water for brewery, the other quality 
attributes for these two brands also ranked high. No detailed discus­
sion on each of these individual attributes is attempted.
The concluding remark is that the two importing brands from 




5.1 Application of Life-style Variables to Discriminate
l6
Lip：ht Users and Heavy Users
The dependent variables are the light users and the heavy 
users. The light users here are defined to be those who drink beer 
for less than or equal to 3 times per month. Others users who consume 
more than this amount are considered as heavy users.
The predictor variables are the life-style of the respondents, 
and are measured by AIO (activities, interests and opinions) rating 
statements of the respondents.
The ten AI0 questions in this research design are listed
below:
(1) Conversation with my friends have changed some of my food buying 
habits.
(2) I enjoy playing sports.
(3) I like to spend my weekends with my family.
(4) I enjoy smoking.
(5) When I buy food, I buy the very best quality, no matter what the 
price is*
(6) Shopping is a chore and I try to get it done as fast as possible.
(7) Picnics are not much fun.
A more detailed discussion of the theory of discriminant 
analysis and the explanation of the output of the ICL statistical 
package for discriminant analysis is enclosed in Appendix C.
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(8) I enjoy going to concerts.
(9) I do not like to drink strong liquor.
(10) I read the horse-racing section of the newspaper.
The respondents are asked to give the opinions of the above 
questions. The answers for these questions are the numbers running 
from 1 to 6, where 1 represent strongly agree, up to 6 for strongly 
disagree.
The purpose of running a discriminant analysis on these 
variables is to distinguish the light users and the heavy users base 
on their habits, activities, interest and attitudes. The use of 
these variables instead of using the demographic or socioeconomic 
variables arise from the fact that sometimes the AI0 ratings serve 
as a better function in predicting than the other two sets of 
variables. For example, education, monthly family income, type of 
house are not good indicators of predicting a person whether he is 
a light user or a heavy user of beer; but these variables may be 
good in predicting which brand of beer they choose.
What is the merit of discriminating the light users and 
heavy users? This is an important question to answer before actually 
going through the analysis. Of course, the marketers are more 
interested in heavy users than the light users in most cases.
Usually heavy users do not change brand often; they become familiar 
with a particular brand and they continue using it unless something 
import ant happens, for example, a price change. It then follows 
that the marketers have a constant and steady demand for their pro­
ducts from the continuous patronage of heavy users.
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However, the above does not necessarily imply that light 
users are unimportant in the marketers* viewpoint. They are crucial 
because they may account for a high proportion of the product (say 
5〇^ ). If they change to other brands, the marketers will lose a 
lot of sales.
Nevertheless, the identification of the life styles and 
characteristics of heavy users provides a means for more effective 
advertising and sales promotion.
5.2 Results of the Analysis
Based on the classification definition, there are 66 light 
users and 2 k  heavy users, making a total sample of 9〇*
The analysis is based on the Tables in the Appendix on 
Discriminant Analysis runned by the ICL Statistical Package.
(1) Relative Importance of the predictor variables
The means and standard deviation for the light users 
groups, heavy users group and the total sample is first 
computed. The values are given in Table 5*1-
TABLE 5.1
MEANS AND STANDARD DEVIATIONS 
Means
nl =
66 n2 二 冰 N = 9〇
Value Scale Li^ht Users Heavy Users Total Sample




Conversation 3.212 3.083 3.178 0.129
X Sport 2.515 1.833 2.333 0.682
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nl =:66 = 2k N = 9〇
Value Scale Li^ht Users Heavy Users Total Sample
X.
1
X., - x.0il i2
Family 3.091 、 5〇〇 3.^67 -1.^09
Smoking 5 . 0 6 1 3.667 689 1.39^
Food 2 . 8 1 8 3.083 2.889 - 0.265
Shopping 2.879 3.333 3.000 - 0 • 吵
X? Picnics . ^.3〇3 3.750 ^.156 0.553
Xg Concert 3.273 3.917 3 . ^ - 0 崩
Liquor 2 .6 3 6 2.917 2.711 - 0 ,2 8 1
Horse-racing 4.250 ^f.689 0.593
S.D,
<Ti2 f T iSfil2 + /i2 ；
X Conversation
丄 1.259 1.640 1 .3 6 2 ^.275
Sport 1.384 l.〇9〇 1.3^1 3.10“
Family 1 ， 96 1.063 1.523 3.368
Smoking 1.^02 2.099 1.720 6-371
Food 1.300 1.139 1 . 2 5 8 2.987
Shopping 1.307 1.633 1 .^ 0 6 ^•375
Picnics 1 ^ 5 7 1 .6 2 2 1.513
Xg Concert 1.387 1.7^2 1.507 ^.958
Liquor 1.715 2.020 1.79^ 7.022
Horse-racing 1.^91 1 . 7 2 6 1.570 5.202
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Tn general, it is true to say that the variable will have 
a high discriminant power if the square of the difference of means
一 喝  2
for the two groups ((X^^ - X ^〇) ) is large and at the same time the 
sum of the variances with groups ()3il^ is small• ^  This is
because the value of measures how widely the means of the
two groups varies, the higher the value, the easier to discriminate. 
The values ( f i l ^  and t f ± 2 ^  measure how closely the individuals of the 
first group and second group are clustered together within the group* 
The smaller the value, the better the discriminateory power•
(2) The Relative Importance of the predictor variables is shown in 
Table 5.2.
TABLE %  2







O . Q O h
丄乙
+ f 2 2 )
% of importance
X2
Sport 0,15〇 11 )
s
Family 0.590 Mi* \  78%










X-q Horse-racing 0.069 5
1 .3^6 100
17 ^
Thomas S. Robertson and Jarnes N. Kennedy ’Prediction of
Consumer Innovators: Application of Multiple Discriminant Application
of Multiple Discriminant Analysis,” Journal of Marketing Research,
V〇i. V, (Feb,, 1968), pp. 6^f-69.
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It is obvious to conclude that the variable Family (X^), 
Smoking (X缽）and Sport (X〇) are the most important variables to 
distinguish the two groups. This is a rough but fairly accurate 
conclusion. However, it does assume (a) the independence of the 
predictor variables and (b) the ratio of the number of individuals 
in the two groups are one to one.
The F values in Table 5*3 give a more accurate view of the 
relative importance of predictor variables as they take into account 
the allowance that the ratio . of the number of individuals in the 
two different groups is not one to one. Note that they also assume 
the independence of the predictor variables.
TABLE 5 .3
RELATIVE IMPORTANCE OF PSSDICTOR VARIABLES 
TAKING INTO ACCOUNT THE PR〇P〇fTT (P/V: OF 
INDIVIDUALS IN TFIE TWO GROUPS
„  ,. Probability of F ratio
F ratio ^ J , …
-------- for random data
Conversation 0.156 0.695
X? Sport 0.030





Xg Concert 3.295 0.069
Liquor 0A 27 0.523
Xi q Horse-racing 2.605 0.106
+ Significant at 0.001 level
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The high values for the variables Family (X^), Smoking (X^) 
and Sport (X^) indicates that they have a stronger discriminant 
ability than the other variables. This comes to the same conclusion 
as the prior analysis. The probability of the particular F-ratio 
for the variable occuring in random data is lov/ for high values 
of the F-ratio and conversely for low values of the F-ratio.
This suggests that there is no chance for the variables 
Family (X^) to have equal to 17.936 if the data are random. This 
assertion also holds true for the variable Smoking (X^).
(3) Discriminant Coefficients --  these are the elements of the














Each coefficient represents the contribution of the associated 
predictor variables towards distinguishing one group from another.
These discriminant coefficients are more sensitive measures of group 
differences than a table comparing the group means of the variables 
because:
(a) they have taken into account correlations among variables
(b) some variables will have the same mean value in both groups, and 
appear to be insignificant when analysed by the usual univariate 
procedures, but have a large and influencial discriminant 
coefficient•
(c) these discriminant coefficients are used to calculate the 
discriminant scores for the individuals. The scores can be used 
to predict the likelihood of an individual belongs to the groups.
In decending order of importance, according to the discriminant 
coefficients the variables are Sport, Smoking, Family Picnics, shopping, 
Concert, Food, Horse-racing, Liquor and Conversation.
( k )  The discriminant score for the centroid of light user group is 
0•3278 and the score for the centroid of heavy user group is
0.1033.
This implies that a high discriminant score will lead to a 
higher likelihood of belonging to the light user group.
(5) The distribution of the discriminant scores (Z) for the total 
sample is given in Table 5*5•
P o in t  S co re  Range 4^
L ig h t U se r Heavy U se r
Number P e rc e n t
PL
C u m u la t iv e
CL
P r o b a b i l i t y
PL
Number P e rc e n t
P K
C u m u la t iv e
CH
P r o b a b i l i t y
PH
PL + PH PL  + PH
0.^ 001 -  〇*55〇〇 6 9.1 1,000
0. ^ 01- -  O.^OOO 2 3.0 12.1 1.000
0.4001 -  0.^ 500 12 18,2 3〇.3 1.000
0.3501 -  0.^ 000 6.1 36 A : 1.000
0*3〇〇1 -  0.3500 16 2h,2 6〇*6 0. 7^ 5 2 8.3 0.255
0. 2^ 01 -  0, 3〇〇〇 6 9.1 69*7 0*523 2 8-3 16.6 0. 7^7
0.2001 -  0.2500 16 2k,?. 93*9 1,000 0 〇•〇 16.6 0.000
0. 1^ 01 -  0.2000 0 0.0 93*9 0.0000 h 16,7 33.3 1.000
0.1001 -  0.1500 2 3.0 96-9
j
0.107 6 23.0 58.3 0.895
0*0501 -  0.1000 p 3.0 99.9 0.152 k 16.7 75.0 0.P A 8
0.0001 -  0.0500 0 0•0 75.0
- 0. 0^ 99 -  0.0000 k 16.7 91.7
- 0.0999 -  - 0.0500 _______…. 〜....—....... ........ 2 8.3 100.0
TABLE 5. 5： DISTRIBUTION OF THE DISCRIMINANT SCORES
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The manual procedures of classifying the two groups based 
on the discriminant scores is also shown in Table 5*5*
Based oil this manual procedure, the probability of an 
individual belonging to the light user group if he has a discriminant 
score, greater than 0,20005 is always greater than whereas if
the discriminant score is less than 0.20005, the probability of the 
individual belonging to the light user group is less than 0*5〇 *
If the manually determined discriminant score of 0.20005 is 
used as a cut-off point for classifying an individual to either of the 
two groups, such that individuals with scores greater than 0.20005 
are predicted to belong to light user group, those with scores less 
than 0.20005 belong to heavy user group, then 93*9% the light 
user are correctly classified and 83*3^ of the heavy user are correctly 
classified.
(6) ’’Hits or Misses” Table
In general, the manual technique of classification based 
on (5) is not widely used as the probability fluctuates from 
range to range• Usually the discriminant scores are used to 
produce a chi-square value, and thi s value is used to product 
a continuous probability distribution. This probability dis­
tribution is monotonic and it is given in Fig. 5*1.
Now, using this technique, the cut-off score is 0.165- 
An individual who has a score greater than the cu七-off score will 
be classified as a light user, while an individual who has a 
score less than the cut-off score will be classified as a heavy 
user. The characteristic of this cut-off score is that 
respondents having this score will have equal probability of
FIGURE ,§.1
' PROBABILITY DISTRIBUTION OF THE DISCRIMINANT SCORES
Pro|>ability
Cut-off Score = 0. 165
either belonging to the light user group or the heavy user 
group. Notice that the curves for the light users and the 
heavy users are symmetrical about the axis passing through the 
cut-off score, and the two curve intercept each other at the 
cut-off point with a probability of
The ’’Hits and Misses” table is given below:
TABLE 5.6
nHITS AND MISSES'* TABLE
Actual Light Users Heavy Users
Predicted^"^.^^ number % number %
Light Users 62 93*9 16.7
Heavy Users k 6.1 20 83.3
The results of the prediction is the same as (5)•
By using the uHits and Misses** table, it is possible to 
answer the question of "What is the probability of classifying 
correc七ly an individual randomly selec七ed from the total
sample?’’1^
The probability of choosing a light user from the sample 
is 〇#733 (66/90) and the probability of choosing a heavy 
user is 0.26? (2V 9〇)*
Donald G, Morrison, M0n the Interpretation of Discriminant 
Analysis," Journal of Marketing Research, Vol, VI， （May， 19^9)? 
pp. I56-I63•
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The probability of classifying a heavy user correctly is 
93*9^ and the probability of classifying a light user correctly 
is 83.3%.
Therefore the probability of classifying correctly an 
individual randomly selected from the total sample is equal to
((〇.733)(〇.939)+(〇.267)(0.833)), i.e. 0.911.
Without the benefit of discriminant analysis, this 
probability would be (0.733)2 + (0.267)2 = 〇.6〇9. Note that the 
classification probability is the ratio of the number of in­
dividuals in the group to the total sample.
(7) Significance tests on the results:
(a) The hypothesis that the group covariance matrices are equal, 
irrespective of group mean vectors is significant at 0.001 
level.
The F ratio is 3.688 
Degrees of freedom 1 = 55
Degrees of freedom 2 = 6^76
(b) The Rao's F ratio approximation indicates the eigenvalue 
found is significant at 0.001 level.
F ratio = 7.0087 
d.f.l = 1 0  
d.f.2 = 7 9
That is, the discriminant function is significant at 0*001 
level.
(c) Mahalanobis is
5*3 Summary of the Findings of the 
Discriminant Analysis
Heavy users have the following distinguishing characteristics 
when compared with light users.
(1) Heavy users enjoy playing sports more*
(2) Heavy users enjoy smoking more,
(3 ) Heavy users do not like to spend their weekends with their 
family.
( k )  Heavy users like to go for picnics,
(5 ) Heavy users do not consider shopping as a chore, and they won't 
try to get it done as fast as possible.
(6) Heavy users do not enjoy goint to concerts.
The above statements are in no s e n s e  absolute, these state­
ments for heavy users are only comparisons with light users.
These six are the most important factors for discrimination 
(absolute value of discriminant coefficient greater than 0*01, 
negative coefficient means the converse of statement).
The probability of classifying correctly an individual 
randomly selected from the total sample a) with the help of the 
discriminant analysis is 0 , 9 H  and b) without the help is 0,6〇9.
The discriminant function is significant at 0*001 level.
5•砵 Limitations and Problems of the 
Discriminant Analysis
(1) The dependent classificatory variable is often forced on the 
data with the result that there exists an overlap between
groups to an extent that separation of groups is not powerful.
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(2) Bias can occur in validating the results of multiple discrimi-
ant analysis if the discriminant function is applied to the
same sample data used to estimate the function. The primary
cause of this bias is due to errors of sample when estimating
七he means of the population, upon which the discriminant
coefficients are based. If the same sample is used, it tends
to overestimates the predictive power of the discriminant
function. If a new sample is not available, a be七ter method
for validation consists of splitting the sample data and using
one-half of the data to derive the discriminant function and
19
then applying this function to the remaining data•
19
R.E. Frank, W.F. Massy, and D.G. Morrison, M Bias in 
Multiple Discriminant Analysis,'* Journal of Marke t i n g  Research, 
Vol. II, (August, 1965), pp. 250-25.8.
6.0 CONCLUSIONS AND RECOMMENDATIONS
The analysis in Chapter Three, Four, and Five provides 
information on various aspects of consumer behavior. The findings 
will be summed up in this chapter to make conclusions and recommenda­
tions which may be useful for marketers of beer to identify their 
target customers and plan for more effective advertising and promotion 
campaigns. Because of the relative small size of the sample, the 
conclusions are made with reservation.
6.1 Occasions for Consumption 
Most consumers drink beer at home for the first time. They 
usually drink in the evening (6 p.m* - 9 p-m.), and they enjoy drink­
ing while they are talking with friends, dining in restaurant or at 
home, and picnicking. Talking with friends is the most enjoyable 
occsision for consumers with high education and high income. Dining 
in restaurant or at home are the most enjoyable occasions for the 
low income consumers.
6.2 Motivation for consumers 
The important motives for drinking beer are relaxing, 
refreshing, relieving thirst, cooling drink, helping one to feel 
comfortable• Relaxation and refreshment are important motives for 
all users. Helping one to feel comfortable is import ant for the light 
users and the higher income people. While relieving thirst and help­
ing one to eat more are important for the lower income people, who
- 8〇 -
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usually consume the Tsing Tao brand.
It appears that most consumers drink beer to satisfy their 
social needs. It tends to make a social gathering enjoyable, relaxing 
and refreshing. This is because beer is just alcoholic enough to give 
the drinker a feeling of relaxation and lack of inhibitions* In 
socializing, this enable him to feel more at home and more inclined 
to be spontaneous* At the same time, there is little likehood of 
losing control completely.
Also it appears to satisfy the psychological needs of higher 
social class users by making them feel comfortable, and it can satisfy 
the biological needs of the low social class users by relieving their 
thirst and helping them to eat more,
6*3 Product Attributes
Carbonation and alcoholic content are not important attributes 
from the viewpoint of consumers in defining a good beer. The most 
important attributes are freshness, no bitterness, clearness and the 
quality of water for brewery,
6." Product Ima^e
Terms describing the general product image of beer (in com- 
parision to other consumer products), in descending order of 
importance, are clear, refreshing, carbonation, relaxing, tasty, mild, 
bitter, for everyday drinking, fun, modern, strong. Terms such as 
active, sweet, aged and masculine do not apply.
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6 .5 Characteristics of Brand Users
Price and quality are the most important factors in the choice 
of a particular brand. The Tsing Tao users are more likely to be the 
blue collar workers or manual workers with low income and low education. 
Most of the Tsing Tao users are heavy users. They usually consider 
price as more import ant than quality. While the converse is true for 
the Blue Girl or Carlsberg users, who are more likely to have high 
income and high education. San Miguel is able to penetrate and api)eal 
to both types of people.
GmG Brand Image
Pun, active, relaxing, sweet, refreshing, modern and masculine 
are highly correlated v/ith one another in describing the product image. 
In general, the Blue Girl or Carsberg users consider these terms to 
be the most suitable in describing their brands. The San Miguel users 
perceive the same thing but to a lesser extent, while the Tsing Tao 
users do not feel these terms to be suitable at all, their perception 
toward their ov/n brands is described by the terms bitter, strong and 
aged.
6.7 Market Segmentation
The segmentation of light users and heavy users based on the 
activity, interests and opinions ratings indicate that heavy users like 
sports, smoking, picnicking and shopping, and do not like spending 
their weekends with their family and going to concerts, v/hen compared 
with light users. Most heavy users belong to the lower economic group 
and drink Tsing Tao brand.
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6.8 Recommendations
In view of the above findings and conclusions, the marketers 
of beer should try to improve their products by reducing bitterness, 
using good water for brewing, and making it clear and fresh. The 
advertising should emphasize the following appeals: a) Friends and 
family in informal gatherings, b) Relaxation and refreshment after 
work and exercise and picnicking, c) Beer with meals, d) Refresh­
ment of spectators at appropriate sport gatherings.
The advertising of beer should emphasize that beer is: a) A 
drink that can relieve thirst, b) a relaxing and refreshing drink,
c) a drink that can help one to feel comfortable, d) a tasty drink,
e) a drink for everyday drinking, f) a friendly, hospitable drink,






Q.l Have you drunk beer in the last twelve months? 
Yes ______ (1)
No ______ (2) (END INTERVIEW)
Q.2 How long have you been drinking beer?
Less than 1 year ______ (1)
1 to 2 years 一 (2)
2 to 3 years   (3)
3 to ^ years   (4)
More than years ____一 （5)
Q*3 Hov; often do you drink beer?
Less than once per month _____  (1)
1 to 3 times per month ______  (2)
1 to 3 times per week ______  (3)
^ to 6 times per week _____   (钵)
7 times or more per week _____  (5)
Q •钵 V/hich. kind of beer did you buy more, bottled beer 
or canned beer?
Bottled beer _____  (1)
Canned beer _____  (2)
Did you feel the beer in the bottle is the same as the 
beer in the can if both are of the same brand?
Yes _____  (1) (Go to Q8)















Q.7 Which type of beer do you prefer?
Bottled beer _____ (1)








Q.8 H o w  many bottles (or cans) of beer do you buy each time?
1 bottie/can ______ (1)
2 bottles/cans ______ (2)
3 bot七les/cans ______ (3)
^ bottles/cans ______ (^)
5 bottles/cans ______ (5)
6 or more   (6)
Q.9 When was the most recent buying?
Within 3 days ______ (1)
^ to 6 days ______ (2)
7 to 9 days _____ (3)
10 to 12 days ______ W
f^bove 12 days _____ (5)
Q #l〇 What is the interval of each buying?
1 to 3 days ______  (1)
^ to 6 days ______  (2)
7 to 9 days ______  (3)
10 to 12 days ______ (b)












Servant __ — ⑷
Self (5)
Others (specify) (6)





Self 一 _  (5)
Others (specify) (6)




Why did you buy there?
Convenience   (23)
Cheaper   (2^)
More varieties   (25)
Better sales personnel _____  (26)
Delivery services   (27)







Q*1 Which of the following occasions did you drink beer for 






Q.2 Of the following occasions, when do you find drinking beer 
most enjoyable? (One answer)
Talking with friends _____  (1)
At work _____  (2)
Af七er work _ _ _  (3)
Dining in restaurant 
Dining at home 
Picnicking 
Others (specify)
Q *3 Of all times in a day, v/hen do you most like to drink beer?
Morning (Before noon) _____ (1 ) 
Afternoon (Noon - 6 p.m*) _ _ _ _  (2)
Evening (6 p.m. - 9 p*m«) _____  (3)
Night (After 9 p*m.) _____  (扛）
Q.^ f Which of 七hem enjoy drinking beer most? (Please imagine, 
code from 1 to 6 in order of pleasure)
Business executives (32)
Professionals (33)
White collar workers (3“)
Blue collar workers (35)
Construction workers (36)










Q*5 V/ho choose the better beer? (Please imagine, code 1 tc 6, 
1 for the best choice, 2 for the second best choice, etc,
and 6 for 七 he poorest choice)
Business executives ______ (38)
Professionals   (39)
White collar workers ______ (砟 〇 ）
Blue collar workers ______ (^l)
Construction workers ______ (坏 2)
Retired old people ______ (蚱3)
Sec七ion C
q #1 Vihy do you drink beer?
Relieving thirst,   (糾 )
Refreshing   (坏 云 )
Relaxing   (4$)
Cooling drink _____  ^ W )
Helping one to feel comfortable ______ (祕 ）
Reducing anxiety -   (的 )
Helping one to eat more   (5〇 )
Good for health   (兄 )
Better than other drinks —  (52 )
Q.2 In choosing a particular brand of beer, what are the
importance of the following factors in affecting youi' 
choice? Please rate from (1) for very important to (5) 
for not at all important. (Show scale card I)
Very Somewhat Little Not at all
important important So-so important important
1 2 3 ^ 5
Price ____ ____ ____ ____ ____ (53)
Quality ____ ____ ____ ____ ____ (許 )
Availability ____ ____ ____ ____ ____ (巧 ）
Producing Place ____ ____ ____ ____ ____ (56)
Packaging ____ ____ ____ ____ ____ (57)




Q.3 The following words are usually used to define the quality of 
beer, what are the importance of each of which in defining 
a good beer? (Rating is similar to the above question)
(Show scale card I)
Very Somewhat Little Not at all
important important So-so important important
1 2 3 ^ 5
Car bona t ion _ _  ____ ____ _ _  _ _  (59)
(Gaseous content)
Freshness ____ ____ ____ ____ ____ (6〇)
No bitterness _ _  _ _  ____ ____ ____ (6l)
Clearness ____ ____ _ _  ____ ____ (62)
Alcoholic content ____ ___ _ ____ ____ ____ (63)
Quality of water ____ ____ ____ ____ ____ (6 f^)
for brewery




Carlsberg __ _  W
Others (specify) (5)
Q.5 I am going to read off some words which some people used 
七o describe a brand of beer• ^or that brand of beer you 
mentioned, will you tell me whether the word applies, 
probably applies, might or might not apply, probably 
doesn*t apply, or does not apply• (Show scale card 工 工 ）
Might of Probably 
Probably might not doesn't Does not 
Applies applies apply apply apply
Description 1 2  3 ^ 5
































How did you first come to learn about this brand?
In television   ⑴
On the radio   ⑵
In newspaper ____ -^ ⑶
In magaziiie    (坏）
Learn from other people _____  (5)
Others (specify)   ⑷
Have you drunk all the brands listed above?
Yes _____  (1)
No _____  (2) (Go to Section D Ql)
I v/ould like to have your opinion on the comparison of
the quality of the above-mentioned brands. Fill in each
row the number 1 , 2, 3 and k. Use (1 ) for the best to
(^ f) the poorest.
San Tsing Blue




No bitterness ___ - _ (U)-(17)
Clearness 一 一 (18)-(21)
Alcoholic content ___ _ (22)-(25)










In this section there is a number of statements about daily- 
activities and attitudes* F〇r each statement listed, I would like 
to know how much you agree or disagree with these statements*
There are no right and wrong answers. Please feel free to tell 
me your opinions. (Show scale Card 工工） Please circle the 
number, from among the six shown, the one nearly describes what 
is correct for you. The number stand for:
(1) Agree strongly (紅）Disagree
(2) Agree moderately (5) Disagree moderately





1 2 3 k 5 6
Q.l Conversation with my 
friends have changed some 
of my food buying habits.
1 2 3 k 6 ( 3 «
q .2 工 enjoy playing sports* 1 2 3 k 5 6 (35)
Q.3 I like to spend my weekends 
with my family.
1 2 3 k 5 6 (36)
Q •坏 I enjoy smoking. 1 2 3 5 6 (37)
Q.5 When I buy food , 工 buy the 
very best qualtiy, no 1 2 3 k 5 6 (38)
matter what the price
Q .6 Shopping is a chore and I 
try to get it done as fast 
as possible,




Q .8 工 enjoy goi， to concerts. 1 2 3 5 6 (^1 )
Q.9 工 do not like to drink 
strong liquor.
1 2 3 k 5 6 (k2)
Q.10 I read the horse-racing 
section of the newspaper*
1 2 3 、 k 5 6 (衫 )
Section E
The following information is for classification purpose only. 
It is treated as completely confidential. Thank you.







Q.2 In what age range do you fall?
18 to 25 years o l d _____  (1 )
26 to 3〇 years old ______ (2)
31 to f^O years old _____  (3)
f^O to 5〇 years old ______ (4)
Above 5〇 years old _____  (5)
Q.3 What is the highest level of education you have completed?
Some primary   (1)
Primary completed _____  (2)
Some secondary   (3)
Secondary completed _____  (杯）
Postsecondary   (5)






( 6 ) ( W
(^5)
(kG)
- 9^  -
Q.^ f What is your marital status?
Single _____  (1)
Married _____  (2)
Other _____  (3)
Q.5 What is your sex?
Male _____  (1)
Female _____  (2)
Q .6 In what range of monthly family income did your
family have? (Show income card)
Less than Sl〇〇〇 _____  (1)
1000 to 2000   (2)
2001 to 3〇〇〇 ______  (3)
3〇〇l to 0^00   ( W
扛001 to 5〇〇〇 ______  (5)
Over 5〇〇〇 _____  (6)
Q.7 What type of house do your family live in?
Resited area   (1)
Resettlemerrb Estates _____  (2)
Low Cost Housing _____  (3)
Rented room   (k)
Rented flat   (5)
Self-own flat   (6)
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APPENDIX C




The objective of a discriminant analysis is to classify
objects, by a set of independent variables, into one of two or more
1
mutually exclusive and exhaustive categories. It is a procedure for 
estimating the position of an individual on a line that best separates 
classes or groups•
The technique used is to produce a linear function that will 
distinguish the groups from each other.
For the case of two groups, classification weights are assigned 
to the variables such that the ratio of the differences between the 
means of the two groups to the standard deviation within groups is 
maximized.
Discriminant analysis differs from regression analysis in such 
a way that the dependent variable for the former is a categorical 
attribute, for example, light users and heavy users, whereas for the 
latter, it is a variable for v/hich numbers can be assigned.
Concept for Discriminant Criterion
The coefficients of a linear combination of a set of variables 
are determined such that the several groups means on this linear 
combination will differ widely among themselves. The F-ratio for
Donald G. Morrison, ,f0n the Interpretation of Discriminant 
Analysis,M Journal of Marketing Research, Vol. V I , (May, 19^9)t p. 156.
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testing the overall difference among several group means on a
2
single predictor variable is used.
SSb’(K _ 工) 一 ffb N - K 
= SSw/(N - K) = SS^ K - 1
K = member of groups 
N = total number of individuals
ssb
= the quantity for measuring how widely a set of group 
w
means differ among themselves, relative to the amount 
of variability present within the groups.
The discriminant criterion is to maximize the F-ratio« In 
so doing, the coefficients of the linear function, called discriminant 
function, are found.
P’or 七he case of two group classification (K = 2) the F-ratios
•  ^ 3
are given by:
a) one predictor variable
SSb N - 2
F = ss----- —
w
b) p predictor variables
„ b N - p - 1
F " ss------- P ~
w
Maurice M. Tatsuoka, Multivariate Analysis； > Techniques for 
Edugaf.-i<7 P.<=；y.g.hn-lngical Research (New York：. John Wiley and Sonsi 
Inc, ,1971), |>p. 157- 16^.
3
Similar to the F-ratio in regression analysis.
- 135 -
In the following analysis, only two groups are considered, 
an equation b) is used exclusively* For other values of K, the book
by Tatsuoka is recommended.
Suppose there are p predictors variables, X^, 
a linear combination is formed
Y = Y.X. + V0X0 + ...... + T  X
1 1  2 2 p p
Using the matrix and vector notation,
/
V = [ n … ，VP
SV Y) = SS1 (Y) + SS2 (Y)
= V S-V + v ; snv
= i  + § 2 n
or SSw W = w\r
therefore W = sn + s0
Where: is the deviation matrix for the first group among the first
group means; is the deviation matrix for the second group among the
second group means; W is the pooled within groups deviation matrix;
爸1 ， §2 , 2 are symmetrical p x p square matrices
Similarly if we define:
SS^ = Y W  b " 一
Where: B is the among group deviation matrix of the group means
(B).. = - X：)2 + n2 ( X ^ - X ：)2
(^ i j  = nl (^ il ' ^  + n2^±2 ■* ^
n^, are the number of individuals in group i and group 2 
respectively. X ^ ,  are the groups means for groups 1
- 1 3 6  -
■■ ■■ __ _■
explanation holds for Xji, •
Then it is readily proved in more advanced textbook of statistics 
that:
and group 2 respectively for the variable (Similar
B = T - W
V/here T is the total deviation matrix for all individuals ■•丨■ ^
of the sample around the grand mean.
Recalling that for a 2 group case,
SSb N - P - 1
F = ss--------p
w
N - p - 1
Where ---- p----  is a constant for a given
• SSb
rnaximiz F is the same as to maximize 入 =
w
The necessary condition for maximization is 
(B - xw)Y = 0
This fur七her implies that the determinant of the matrix (B - AW) is 
equal to zero, allowing us to find the eigenvalue x • The eigenvector 
AT can be also found by substitutingxinto the above matrix equation*
survey, to 
SSfe(Y) J yBV
Various tests are available to test the significance of the 
results, and these will be talked about when the actual analysis is
carried out.
The condition for maximization applies for any positive 
integer combination of N and P, notice that one eigenvalue corres­
ponds to a unique eigenvector except for a scalar multiple only, 
and the number of eigenvalues is equal to the minimum of K - 1 and 
P, in this case K = 2, therefore, the number of eigenvalue is one.
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Steps in Discriminant Analysis
The ICL Statis七ical Package of the rrmltiple-discriminant 
analysis goes through the following steps. The explanation for the 
print out of two groups of these steps is explained below:
Step 1
The means and standard deviation for the 2 different groups 
and the total sample is computed* Only the values for the total 
sample are printed out.
In general it is true to say that the variable Xv will have
a high discriminant power if the square of the difference between the
means of the two groups - X”）is large and at the same time,
, 2
the sum of the squares of the variances within groups C +
is small.
S七 ep 2
The total deviation matrix, I  i the pooled within groups 
deviation matrix,W', and the among groups deviation matrix, g,, are 
calculated.
Notice that (J)ii 彡 （5 )士土 》 0 
implying that 0
Step 5
Test the hypothesis HI that the groups covariance matrices 
are equal, irrespective of group means vectors.
HI : S, =v l  心2
Box*s criterion is used/
^ William W, Cooley and Paul R. Lohness, Multivariate Proce­




The F ratio given permits the determination of the significance 
level by referring to the F ratio table.
Step
The print out with the title HOMOGENEITY OF GROUP MEANS
shows the relative importance, or the contribution of a particular
predictor variable in discriminating the two groups.
Assume that is the only predictor variable, i.e* P = 1,
using the formular for the two groups, as derived in the previous
section }
Z B ，T/(N - 2)
F  = " " Y 1 W . Y / 1





B. = (B). . the element of B
1 r  1 1  〜
W . = (W ). . the element of W
i 〃 l i  〜
As presented in the computer print_ou七 , labeled HOMOGENEITY 
OF GROUP MEANS^this ratio is computed by dividing the numbers in 
七he A column b;y• 七he numbers in the W column.
is a measure of the discriminant power of the variable 
In general, if is greater than , then the variable is a better
discriminant than the variable This conclusion is not always
valid if the covariance of the variables involved is non-zero, i.e, 
variables are not truly independent• Actually, the product of the 
:1他  element of the eigenvector (V^) and the difference between the 
groups means ) measures the importance of the discriminant
- 139 -
power.
The probability of the '  occuring in random data is 
estimated by converting the distribution of to a normal 
distribution using an approximation formula due to Kelly.
工n general, the higher the F ratio, the lower probability.
Step 3
The eigenvalue, eigenvector and scaled eigenvector are
formed.
There is only one eigenvalue because there are only two groups. 
If* '  is the element of the eigenvector AT
I f.' is the i element of the scaled eigenvector V*
then VTw)77
Step 6
To test the significance of eigenvalues, the Wilk*s Lambda 
criterion is calculated. This is equal to -—丄 + 八
The Rao*s F ratio approximation and Bartletts* Chi-square 
approximation are given using appropriate formulae.
The probability of this and Chi-square value in random 
data is estimated by converting the distribution of or Chi-square 
value to a normal distribution*
The null hypothesis that the means of all explanatory variables 
are 七he same in the two groups is tested conceptually by measuring the
Maurice M. Tatsuoka, Multivariate Analysis, Techniques for 
Educational and Psychological Research
I n c ^ l T T I T T l ) . §8^  •
1^0 -
and by a test of the significance of this distance that considers
7
the degrees of freedom available in the two groups•
Step 7
The group centroid values and reduced group covariance 
matrices are simply the discriminant scores attained by each of 
the groups•
For Group 1, the centroid = 名 、
Step 8
Transformation of the values of the two groups to chi- 
squares value with the probability equal to one*
Step 9
The discriminant scores of each individual in the sample are 
calculated. The chi-square value and the likelihood of this in­
dividual belonging tc a particular group is calculated.
Step 10
The ’Hits and Misses" table permits us to tell the accuracy 
of 七he prediction of an individual belonging to a particular groups 
based on the values in Step 9* Since there are only two groups, the 
individual is classified into the group with a probability greater 
than 0,5〇 (because there are only two groups).
2
generalized distance between any two groups (i.e* Mahalanobis D )
7 2 2 
Mahalanbois D is proportional to the generalized T
statistics. The proportional constant is a function of the degrees
of freedom available in the two samples. Both statistics can be
easily transformed so that they are distributed as F under the null
hypothesis of no difference between the mean vectors.
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